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DAYTONA 
BEACH 




CAPE 
CANAVERAL! 



MELBOURNE 



LOTS MORE 
SPOT CARRIERS 
NEXT SEASON 

Review of sponsorship 
patterns shows a big 
jump in the hour-long 
adventure-type show 



Can you place 
these faces?— 
an instant quiz 

Page 39 



KNOW 
HOW 



Perseverance and faith in a new concept are the 
basic elements which help to create progress. Frank Lloyd Wright believed in the architectural concept 
that form should follow function. And his perseverance in face of strong opposition was justly rewarded. 
Today his great "know how" is reflected in more than thirty states. In all facets of our present-day 
business world it becomes evident that those firms who fully utilize their collective "know how" are the 
ones justifiably rewarded by the new business it creates. 




WFAA 



dallas • radio & television 

Tin Statin* Willi Tin "Qualiti/ Toiu-h"! 

SERVING THE GREATER DALLAS FORT WORTH MARKET 
BROADCAST SERVICES OF THE DALLAS MORNING NEWS 



buy St Louis <a la card 



*KTVI rate card your lowest 
cost per thousand TV buy in St. Louis 




COLUMBUS, GA. 



Call the man from 
YOUNC TVI 



Ask about 
availabilities on 
WTVC CH. 9 
Chattanooga, Tcnn 

The «1 night-lime 



Chattanooga! 



CHANNEL 9 

WTVM I 

COLUMBUS, GA. 



A Great' New Market! 

82% unduplicated audience on the 
only primary ABC station between 
Atlanta and the Gulf! 

Top ABC Programs! 

Shows liVe Maverick, Cheyenne, The 
Real McCoys, Sunset Strip, Hong 
Kong, and The Untouchables. 

The Best of NBC 

Programs like Wagon Train, The 
Price is Right, Huntley-BrinUey 
News and Perry Como . . . plus top 
syndicated programs. 



CHANNEL 9 
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THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



NEWS FEATURES 

8 Newsmaker of the Week 

19 Sponsor-Scope 

25 Sponsor- Week 

63 Washington Week 



64 Film-Scope 
70 Sponsor-Week Wrap-Up 
70 Sponsor-Week in Pictures 
79 Tv and Radio Newsmakers 



DIGEST OF ARTICLES 

Lots more spot carriers in '61 

33 A sharp increase in participation film scries is anticipated by all tliree 
tv networks for the fall season. Full sponsorships arc on downgrade 

How NBC tv games forced CBS switch 

36 CI!S TV to throw three new game shows against same type on XliC TV 
at 11 a.m., 11:30 a.m., and 2 p.m.; two snap operas go off air shortly 

How Snow uses radio promotions 

38 Snow Canning and its agency keep a weather eye peeled for merchandis- 
ing ideas to give their spot radio campaign that extra sales effocl iveness 

Can you place these faces? 

39 Quick quiz to test your ability to identify 15 gentlemen and a lady 
who occupy places of influence in the industry hut are seldom pictured 

SAC, AFTRA, and tv ad costs 

40 l'ait J' °f special report de-cribes confusing negotiation pioldeni 
on talent prices involving unions, networks, film producers, and agencies 

Bored with the Bard? Not these U.S viewers 

43 Standard Oil Co. has proved again that there's an audience for adult tv 
programing with the sponsorship of Shakespeare series, "An Age of Kings' 

Quaker Oil gets d.j. impact on radio 

44 Quaker State, the 50-year-old premium oil maker, who last year tested 
the d.j. personality appeal type of salesmanship, will do it again 



FEATURES 

lO Commercial Commentary 
16 4 l )th and Madison 
12 Heps at Work 
80 Seller's Viewpoint 
46 Sponsor Asks 



48 Radio Ib-irs 
66 Sponsor Hears 
82 Sponsor Speaks 
50 Spot l!n\s 
82 Ten-Second Spots 



Member of Business Publications 
Audit of Circulations Inc. 



BPA 



SPONSOR PUBLICATIONS INC. combined with TV. Executive, Editorial, Circulation and 
Advertising Olficcs: 40 E. 49th St. (49 & Madison) New York 17, N. Y. Telephone: MUrray 
Hill 8-2772. Chicago Office: 612 N. Michigan Ave. Phone: Superior 7-9863. Birmingham 
Office: 3617 8th Ave. South. Phone: FAirfax 2-6528. Los Angeles Office: 6087 Sunset 
Boulevard. Phone: Hollywood 4-8089. Printing Office: 3110 Elm Ave., Baltimore 11, Md 
Subscriptions: U. S. $8 a year. Canada Cr other Western Hemisphere Countries $9 a 
year. Other Foreign countries $11 per year. Single copies 40c. Printed in U.S.A. Addrcu 
all correspondence to 40 E. 49th St., N. Y. 17, N. Y. MUrray Hill 8-2772. Published weekl) 
by SPONSOR Publications Inc. 2nd class postage paid at Baltimore. Md. 
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PENETRATE " 



OVER 8 OUT OF 10 HOMES 
IN THE BILLION DOLLAR 

CENTRAL FLORIDA 
MARKET 
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WVOK IN IH R M INGHAM 
AND WHAM IN MONTGOM- 
ERY 15LANKET THE WHOLE 
►STATE OF ALABAMA, AND 
HURTS OF GEORGIA, FLOR- 
IDA, MISSISSIPPI, AND TEN- 
NESSEE 

WVOK 50,000 watts 
BIRMINGHAM 

WBAM 50,000 watts 
MONTGOMERY 

Represented nationally by radio-tv 
representatives. inc. 
see srds listing this pace 
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Editor and Publisher 

Norman R. Glenn 

Executive Vice President 

Bernard Piatt 

Secretary-Treasurer 

Elaine Couper Glenn 

EDITORIAL DEPARTMENT 

Executive Editor 

John E. McMillin 
News Editor 

Ben Bodec 

Managing Editor 

Alfred J. Jaffe 
Senior Editor 

Jane Pinlerton 

Midwest Editor (Chicago) 

Gwen Smart 
Film Editor 

Heyward Ehrlich 

Associate Editors 

Jacl lindrup 
Ben Soff 

Walter F. Scanlon 
Michael G. Silver 
Ruth Schlanqer 
Diane Schwart7 

Contributing Editor 

Joe Csida 

Art Editor 

Maury Kurtz 
Production Editor 
Frances Giustra 
Editorial Research 

Elaine Johnson 

ADVERTISING DEPARTMENT 
Sales Manager 

Arthur E. Breide' 

Eastern Manager 

Willard Dougherty 

Southern Manager 

Herb Martin 
Midwest Manager 

Paul Blair 

Western Manager 

Georqe Dietricn 
Production Manager 

Barbara Parlinson 

CIRCULATION DEPARTMENT 

Linda Caqle 
Readers' Service 

Barbara Wiqqins 

ADMINISTRATIVE DEPT. 

S. T Massimino. Assistant to PubliiH©' 
Fred Levine. Accountinq Manaqer. Georqe 
Becler: Michael Crocco: Syd Guttman; 
Hermine M ndlin: WiUe Rich; Irene Sulz- 
bach 



Bright Spot 

FOR BUSINESS 

TALLAHASSEE • THOMASVILLE 




FITS EXACTLY . . . 

WITHOUT DUPLICATING COV- 
ERAGE OF ANY OTHER MAJOR 
TELEVISION SERVICE . . . BLAIR 
TELEVISION ASSOCIATES CAN 
GIVE YOU THE FACTS! 

CBS AND TOP LOCAL PROGRAMING 

WCTV 

TALLAHASSEE cV^Lf' ™ OMASVILLE 

^S'a John 11. Phipps 

Q Broadcasting Station 
ELEVISION ASSOCIATES 
National Rrpresen talli es 



SELL! 

THE EXCLUSIVE BILLION 
DOLLAR 

CENTRAL FLORIDA 
MARKET 




WDBO-TV 

Channel 6 - CBS - Blair TV Assoc. 
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There's a 
difierent side 

to Florida, too... 



There's the South Georgia side— inseparable from 
Northeast Florida in terms of an effective marketing effort. And there's 

the one-sided picture offered to television advertisers: WJXT offers 
65 vs 39 county coverage to saturate the entire region . . . and goes on to 
lead with a 2 to 1 margin in share of audience, according to the 
latest Neilsen. In the metro market or in the total market, no matter 
how you figure it, WJXT consistently shows its brightest side to advertisers. 



WJXT 

JACKSONVILLE. FLORIDA 

Represented by CBS Television Spot Sales 



Operated by The Washington Post Broadcast Division: 

wjxt channel 4, Jacksonville, Florida wtop radio Washington, D. C. wtop-tv channel 9, Washington, D 



K-TOP 
Happe?is 
To Be... 




Media men who Itnow their oats also 
know that sales snap, cradle and pop in 
the prosperous 750,000 N-E Kansas mar. 
let when you sell 'em on K-TOP. 

Pufse and Hooper Prove 
K-TOP TOP RATED 

Pulse (Oct. '60) rates K-TOP No. t In 
total, audience (40% Avg.) — 7 a.m. 
to midnight. 

Hooper (Aug. -Oct. '60) — 

37.6% — 7 a.m. to noon 
42.2% — noon to 6 p.m. 



REPRESENTED BY F0RJ0E AND CO., INC. 




NEWSMAKER 

of the week 



Three time-tested and toughened watch-dogs have been 
named to the Federal Trade Commission by President Ken- 
netly to serine as fair-and-eqnal buffers between public and 
business and to maintain FTC functions in such areas as 
unfair trade practices and misleading and/or false advertis- 
ing claims. Key among them is the new chairman. Paul 
Randall Dixon. 47-year-old Democrat from Nashville, Tenn. 

The newsmaker: Paul Randall Dixon within the next 10 
(lays is expected to he approved In the Senate as chairman of the 
Federal Trade Commission after his nomination l>v President Ken- 
nedy, lie will replace Earl W. Kintner, a Republican returning to 
private law practiee. 

Dixon lias a formidable track record in government legal service, 
with almost two decades of trial work for the FTC and in his current 
assignment as counsel and staff di- 
rector of Fstes Retainer's Senate 
anti-trust investigations. Dixon, as 
well as his two new President- 
designated FTC associates, is ex- 
pected to bear down hard and pre- 
cisely on \ iolations in business 
within FTC s jurisdiction. 

The other two commissioners 
are Philip Flmati. assistant to the 
solicitor general, and A. Everett 
Maclntyre, general counsel to the 
House Small Rusiness Committee 
and former FTC attorney. (Rat- 
ter's appointment hinges on the 
next vacancy. probabh in September. I 

Dixon went to work for the Federal 1 
attorney in 193!!. remaining there except for wartime service until 
1957 when he joined the Kefauver group, lie was on active duty 
with the Navy for three \ ears, two overseas, and holds the rank of 
lieutenant commander I retired I in the \a\\ Reserv es. 

Dis three \ears of sen iff with the kefamcr committee centered — 
his official government hiograpln notes "on a huge number of im- 
portant and difficult problems in the fields of restraints of trade. 
Among them: "administered price* in main major industries, in- 
cluding steel, automobile, oil. bread and drugs. ' 

Dixon is a graduate of Vanderbilt I . and the V, of Florida, was a 
star quarterback at the former and assistant football coach at the 
hitter, lie." a member of both the Tennessee and the Florida Ran*. 

The fh e-mail commission which he will head now tips to the 
Democratic side of the political scale, with three Democrats one Re- 
publican and one independent (contrasted with the current make-up 
of three Republicans and two Democrats'!. His term ends in (>i. ^ 




Paul R. Dixon 



rade Commission as a trial 
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CENTRAL 
FLORIDA MARKET 

EXCLUSIVE 



JACKSONVILLE 




CAPE 
CANAVERAL 

MELBOURNE 



ST. PETERSBURG 



MIAMI 



THREE CENTRAL FLORIDA 
TV STATIONS 
DRAMATICALLY PROVE 
VIEWER PREFERENCE 
WITH LATEST ARB 
COMBINED FREQUENCY 
INDEX OF 10.6 



MORE VIEWERS WATCH and are loyal 
to these Central Florida Stations than 
any others. 

FLORIDA'S ONLY INLAND MARKET 

with primary and Grade B TV coverage 
over ground. No signal waste over ocean. 

EXPOSE YOUR SELLING MESSAGE 

over 1,143,600 consumers. 

ORLANDO is the third fastest growing 
metropolitan market in the U. S. 

WAREHOUSES for some products dis- 
tributed in the Central Florida market 
are located in seaports of Jacksonville, 
and Tampa, but the CONSUMING Cen- 
tral Florida market is penetrated only 
by WESH-TV, WDBO-TV, and WLOF-TV. 



Central Florida's exclusive TV mar- 
ket covers 19 counties, one-fourth of 
Florida's TV homes. Coverage based 
on 1960 ARB report. 



WESH-TV 

Ch. 2- NBC 

Amy Ki»«««l 



WDBO-TV 

Ch. 6 -CBS 

■tab TV Amm. 



WLOF-TV 

Ch. 9 -ABC 



PENETRATING OVER S OUT OF ID HOMES IN THE BILLION DOLLAR CENTRAL FLORIOA MARKET. 
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SELL! 

THE EXCLUSIVE BILLION 
DOLLAR 

CENTRAL FLORIDA 
MARKET 




WESH-TV 

Channel 2 - NBC — Avery-Knodel 



In Rochester, N.Y.) 



People Are 
Switching 



FROM ^ 

w r//?£O w Radio J 



WVET 



1280 KC 



• FOR MUSIC THEY LOVE 
• NEWS NAMES THEY KNOW 
• COMPLETE NEWS COVERAGE 



BASIC NBC AFFILIATE 




WVET RADIO, Rochester 4, N.Y 



^Nal'l Rep.: Robert E. Eastman & Co., Inc. 
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by John E. McMillin 

Commercial 
commentary j 

Are we talking to ourselves? 

At the A FA meeting in Washington earlier 
this month 1 sat next to George Huntington, 
exec. \ .]). of the Television Bureau of Advertis- 
ing, during a session in which a parade of speak- 
ers lashed such critics of advertising as Vance 
Packard, Arthur Schlesinger Jr. and John K. 
Galhraith with a fine evangelic frenzy. 

-Most impassioned of the industry's spokesmen 
was a former McCami-Erickson adman, Northwestern professor 
Stenart Henderson liritt. whose hook "The Spenders" has been 
trumpeted as the definitive answer to "The Hidden Persuaders." 

Rritt does an eloquent job of defending the honor and chastity of 
advertising against what he calls the "morality hucksters" but at 
one point during his address, Huntington leaned ov er and whispered 
to me, "They ought to have Vance Packard here.'' 

I couldn't have agreed with him more. 

The climate of the A FA meeting would have been forty times 
healthier if the opposing side had been vigorously, even violently 
voiced. As it was. we got an uninterrupted succession of advertis- 
ers, broadcasters, and advertising-minded economists who all told 
us how wonderful we are — how noble, how nice, how necessary to 
Vmerica's economic welfare. And this bothers me a great deal. 

In fact I'm getting an increasingly uneasy feeling that in all the 
new wave of industry "public relations"' — by the AFA. the ANA. 
the AAAA. the IS'AB. and the T10 — we've been talking more and 
more to ourselv cs. 

Are we really coming to grips vsith our critics? 

"Tarnishing virtues . . . confusing; manners" 

The most bloodcurdling indictment of advertising I've ever seen 
occurred in a recent Printers' Ink piece about Harvard professor 
and historian Arthur Schlesinger Jr.. newlv named full-time spe- 
cial assistant to President Kennedy. 

Schlesinger says his views on advertising can be summed up bv 
the speech of Knglish essavist John Buskin to the manufacturers of 
Bradford nearly 100 \ ears ago: 

"Whatever happens to you, this, at least is certain, that the whole 
oj your life trill hare been spent in corrupting public taste ami en- 
conniving public extravagance. Every preference yon have icon by 
gundiness must have been bused on the purchasers' vanity; every de- 
mand you have created by norelt\ has fostered in the consumer a 
hahit of discontent : and it hen you retire into inactive life you may. 
as a subject of consolation for your declining years, reflect that pre- 
cisely according to the extent of your past operations, your life has 
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been successful in retarding the arts, tarnishing the virtues, ami 
confusing the manners of your country." 

Printers' Ink quicklv points out thai "a number of professional 
economists do not share Schlcsiiiger's views.'" a comment which 
seems to me almost incredibly naive. 

Personally 1 don't get anv comfort out of the notion that ruavhe 
a couple or three economists are on our side. 

What chills me is the knowledge that the anti-materialistic view- 
point on which the lluskin-Sc'hlesinger attitude is based has been 
held h\ a lot of people far more influential than economists in our 
Western Civilization during the past four or fn e thousand years. 

Among them, for instance, are some top-flight Old Testament 
prophets, some impeccable New Testament saints, and a host of 
philosophers including such Americans as Kmersoii and Thoieau. 

1 don't think we can refute such witnesses by sneering at them and 
calling them names. Or lessen their influence In gleefulh chanting. 
i- .\d\ ertising keeps the American eeonomv rolling ahead. 
What then is our answer to their charges of "materialism? 

Are we ostriches about iv? 

When it comes to anti-tv criticism 1 wonder if here too we aren't 
snuggling our cosv little ostrich heads into the sand. 

Let's admit that some of our critics are pretty dreadful. The 
John Crosbys, Claire Luces, David Snsskinds and Mary a Mamies arc- 
all too often given to outrageous exaggerations, to effeminate emo- 
tionalism, and to blind, unfair, unreasonable indictments. 

But how about the kernel of truth in what thev say? 

1 here's not a man among us who doesn't admit privately that a 
distressing amount of tv programing is nothing but t ripe and junk. 

But what are we doing about it? What are we saving about it? 
Mostlv. I'm afraid, we're rushing around in a frenzy of self-back- 
patting about a small handful of damn good public service shows. 
And we're trying to pretend the rest of the schedules don't exist. 

The other da\ . in his first speech to the NAB board. Governor Col- 
lins deplored the fact that the network* are so ofteit the "spokes- 
men" for the industry. Well I think the governor exaggerates. 

It is true that Frank Stanton last year spoke nut loud and (dear 
for the repeal of Section 315. and in favor of free speech. 

But 1 haven't heard a peep out of Stanton, or any other network 
leader, on the suhject of dismal entertainment programs. 

In mv opinion the one. and almost the only important statement 
.that has been made in our industrv during the past vear was de- 
livered in April 1960 In Dick Salant of CBS. 

Salant told the Arizona Broadcasters Association. "We must come 
to grips ourselves with the fundamental questions which, in the earlv 
flavs of broadcasting some of us bad tended to neglect— the funda- 
lental questions of who we are. uhat we are. what is the real nature 
f broadcasting and its relationships and obligations to the public. . . 

"What are the premises of broadcasting in our societv and what 
ire its promises? What are we doing in this business anyhow, and 
low good a job are we doing?" 

Salant's [ilea has fallen. I'm afraid, on prettv deaf ears. I've seen 
ittle e\ idence that anyone is acting on his advice. 

But if those of us in advertising and in broadcasting are ever 
oing to face our critics las some dav we must I then we must face 
■ rst. as he savs. '"the fundamental questions."' 

Its a tough job. But there isn't any other way. ^ 
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* MATURE, ESTABLISHED 
PERSONALITIES * AWARD 
WINNING NEWS * EX- 
CLUSIVE HELICOPTER 
TRAFFIC REPORTS ★ 
FIGHTING EDITORIALS ★ 
ADULT MUSIC ★ 



WPE 

THE STATION OF THE STARS 
CALL GILL-PERNA, INC. 
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SELL! 

THE EXCLUSIVE BILLION 
DOLLAR 

CENTRAL FLORIDA 
MARKET 




WLOF-TV 

Channel 9 - ABC - Young TV 



ROCKFORD YflUR 



STIR 
UP 
SALES < 

BUY 

WREX-TV 

THE 
HOT 
BUY 
EVERY 
MONTH 




GET THE FACTS 

FROM OUR 
PERSPIRING REPS 



H R TELEVISION. INC 
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Reps at work 




Irving A. Cross, Young T\ Corp.. New York, points out that "hi a 
business world designed for speed and competition, the television 
Inner must he faster and more agile than most. With the heavy 
pressures of large and varied schedules, and the pressing need for 
much speed in ordering these schedules, there is a great hurden 
placed upon the Inner. As a rule, 
schedule* arc bought quickly and 
efficiently at most agencies. How- 
ex er, when the situation arises that 
requires the purchase of upwards 
of 100 markets it becomes an al- 
most impossible feat for the buyer 
to see all the. reps, hear all the 
presentations and make n>c of all 
the information gixeu him. ' slates 
Gross. "Several shops have n\ er- 
ectile this to a degree. \\ hen a 
large bin is planned, they will a*k 
the reps to submit avails on different days, thereby immediately cut- 
ting down the number of presentations heard each day. This makes 
possible a more satisfactory buy. In eases of schedules planned for 
man) markets, the staggered Inn ing svstein will prove advantageous." 



Harry C Meline, K\ eiett-Mck.inne\ . New York, feels, "Too many 
on the selling side believe that all complaints about so-called 'bad 
buys,' 'unfair treatment.' etc.. can be laid at the doorstep of the 
buyer on an account. This isii t al\va\s so. There are manv situations 
where the buyer can't be blamed for what appears to be bis personal 

decision. For in-tance: (1) Ma- . 
tiou A is rated No. One. has the! 
coverage. \et Station C is bought. 
Possible reason: strong local pres- 
sures and requests force the bin. 
(2) Station A was bought. Heps 
for Station 15 and C nc\er were 
called. Possible reason: the Inner 
is doing the work of three in an 
understaffed and overloaded de- 
partment. Records show he bought 
'A' last time around: he literalh 
doesn't ha\e the time lo check out 
. ( 3> x im'\i' made a good pitch directh to the buyer he 
\ mi feel the order is all sewed up Station 15 is bought. 




the olhi 
liked it 

Possible reason: rep must make il clear to the stations where the 
next move is so that a counter-pilch w ill ha\e ils greatest effect. ' 
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CENTRAL 
FLORIDA MARKET 



EXPANDING 




Nearing completion at Orlando, Interstate Rt. 4 will be a key link in Florida's expanding highway system. 



MORE THAN 1,143,600 CONSUMERS BUY IN THE PRIMARY 
COVERAGE AREA OF OUR CENTRAL FLORIDA MARKET 

ONE OUT OF FOUR FLORIDIANS live in the 19 county Central Florida 

market. Coverage is based on 1960 U. S. Census figures. 

CENTRAL FLORIDA'S POPULATION is pacing Florida's growth rate, which 

is three and one-half times faster than the U. S. average. 

KIPLINGER PROJECTS Central Florida market population will average 

more than 6,500 increase per month for the next ten years! 

CAPE CANAVERAL and 6 strategic military installations are located 

within the Central Florida market. 




entral Florida's exclusive TV market 
overs 19 counties, one-fourth of 
lorida's TV homes. Viewer prefer- 
nce for WESH-TV, WDBO-TV, and 
VLOF-TV is dramatically proved with 
he latest ARB combined coverage 
requency Index of 10.6. 
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WLOF-TV 


■ WESH-TV 1 


Ch. 6 -CBS 

■lair TV Ammma. 
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Ch. 9 -ABC 

Vaung TV 


f^^H Ch. 2-NBC 
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Including top-rated shows of all kinds : eight comedies, 
three westerns, three variety programs, two suspense shows, one drar 



Ilon1of20 

Including five top-rated comedy programs (Nos. 5,10,11 ,14,18)— more than 
the other two networks combined. 



Html of Hi 

Including television's top-rated show for more than jour years ( No. 1) J 
television's most popular new show ( No. 5) ; 
the show with the longest record of popularity in television (No. 9). 




1 GUNSMOKE 4 RAWHIDE 5 CANDID CAMERA 6. HAVE GUN 9 ED SULLIVAN 10 DENNISTWEVENACE 11 ANDY GRIFFITH 14 1ACK BENNY 17 G E. THEATER 18 DANNY THOMAS 20. PERRYVl 



2:t mil of 10 



CHS Television Xelwork presents more than half of Xietsea's 

Ivp.raletl sltiws— intituling six of the eip.hl hits 
I the nete season ( pictures numbered 5, tl,2~>, 29, 39, 40). 





I Mr LIKE! 22, REOSKELTOV 24. GERSHWIN TEARS 25. PETE t GLAOYS 29 ROUTE $6 30. OOBIE CILLIS 34 TO TEU THE TRUTH 35. CARRY MOORE 37 LASSIE 38. HENNESEY 39. CHECKMATE 40. TOM E WELL 



This remarkable record, based on the latest 
nationwide Nielsen report,' is actually an old slory: 

Throughout the past 134 Nielsen reports 
issued since July 1955 lite CBS Telerision Network 

has averaged 22 of the 40 top-rated 
programs.^ In 100 of these reports it has presented 

more oj the Top Ten than the other two 
networks combined. In sum, if you are an advertiser, 
producer, performer or viewer, the place to be h 
The CHS Television Network. 




'2nd January report. tEiemng programs ; aierage audience rating belts. 





"THE VOICE OF LONG ISLAND" 



known 
by the 
companies 
we keep ! 
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FOOD STORE SALES* 
$704,995,000 

SOME "BLUE CHIP" 

ADVERTISERS 

USING WHU 

TO REACH BIG, RICH 

LONG ISLAND MARKET 

Arnold's Bread 

Birdscyc 

Bond Bread 

Canada Dry 

Carting Breweries 

Carolina Rice 

Coca-Cola 

Hires 

Manischcicitz Wine 
Merkcl Meats 
National Biscuit Co. 
Nescafe 
Pepsi-Cola 
Tender Leaf Tea 

"Nassau-Suffolk (Sales Management 1960) 



Over 400 top advertisers 
chose WHLI in 1960. 
Will you be on the 
"preferred" list in 1961? 

r ► 10,000 WATTS 



I WHLI 


AM 1100 
FM 98.3 


HEMPSTEAD 
LONG ISLAND, N. Y. 


th voice off 



Represented by Gill-Perna 



1 49th and 
Madison 



Morality versus soleobility 

I hope Mr. Peterson of Hell & How- 
ell replies to your ''Commercial Com- 
mentary" of 30 January. 1961. I 
would like to believe lie disagree- 
with your opinions. Hut whether he 
does or not, 1 would like to add a 
few comments of my own. 

It seems to me that you are paying 
homage to a theory of morality that 
more properly deserves the consider- 
ation of theologians than of broad- 
casters. In essence, you sa\ sponsors 
should he good, not for the hope of 
reward, but for the sake of being 
good. And you state that to he good 
in the expectation of a reward is to 
debase the principle involved. 

Your view is narrow, and \our 
prospects are bleak. 

You can enlist the support of ad- 
vertisers for public interest program- 
ing if you fare reality. This is done 
not by telling advertisers they should 
sponsor a program as a moral art: 
but by telling them of the very real 
advantages they will gain from such 
sponsorship. 

The advantages are not unimpres- 
sive. Although further research is 
certainly needed — as Mr. Peterson 
suggests — we already know public 
service programing will attract an 
audience of ahove-a\ erage intellect 
and above-average income. And this 
audience rewards sponsors with 
strong response, and extraordinary 
loyalty. This would appear to be 
particularly attractive to companies 
who want and need the support of a 
select audience. 

But by contending that public sen - 
ice sponsorship must begin on the 
basis of enlightenment, you commit 
a gross error. It is the same error 
that has kept too much of the broad- 
casting industrv mired in the mini of 
mediocrity. It is the error expressed 
when broadcasters complain. u We 
can't do public sen ire. It isn't sale- 
able. Sponsors just don't realize it's 
the right thing to do." 



This error compounds itself in 
practice. For misled by this philoso- 
phy, time salesmen and broadcasting 
executives try to sell public service 
broadcasting as the moral vehicle. 
Unfortunately, they are not qualified 
as theologians. Is it any wonder 
they fail in attempting to sell a theo- 
logical argument? 

Hroadeasters cannot effectively sell 
morality. 

Rut they can sell on the basis of 
sales and profits. And intelligent, 
professionally-prepared, public-mind- 
ed programing offers these very tan- 
gible incentives to many advertisers. 

James J. Johnston 
creative director 
Kane Advertising 
Blootninston, III. 



Subject for discussion 

You were very kind to re-state my 
position in your ''Couimerrial Com- 
mentary" column 30 January issue of 
sponsor. While I'm sorry this mis- 
understanding occurred, you have 
been very fair in presenting my point 
of view. 

Apparently, we are not in agree- 
ment on all aspect* of this philo- 
sophic question. 

However, rather than monopolize 
the columns of sponsor. I would pre- 
fer to read what others have to say 
on this subject. 

I'm sure you could find many who 
would be more articulate than I and 
have a more original point of view 
that would really be worth) of ad- 
ditional space. 

\gain. my thanks for your con- 
siderate handling of this situation. 
Peter G. Peterson 
executive v.p. 
Hell & Howell Company 
Chicago. III. 
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Why WTMJ-TV bought Warner's "Films of the 50's" 



Says Robert J. Heiss 

Unlike some of the assortments 
M we've bought in the past, we can 
say of these Warner features, 

ALL QUALITY, 
NO RUBBISH 

The fact that many films in this Seven Arts 
release also give us superb entertainment for 
our growing color TV audience is a fine plus 
that fits our policy of buying 'good MM 
box office' for all our programming. ^™ 



Warner's Films of the 50's. 
Money makers of the 60's 





SEVEN ARTS 


ASSOCIATED 




CORP. 



NEW YORK: 270 Park Avenue • YUkon 6-1717 
CHICAGO: 8922 0 La Crosse, Skokie, III • ORchard 4-5105 
DALLAS: 5641 Charlestown Drive • AOams 9-2855 
BEVERLY HILLS-. 232 Reeves Drive • GRanite 6-156- 

For list of TV stations programming Warner's Films of 
the 50's see Page One SRDS (Spot TV Rates and Data) 




Robert J. Heiss 

Manager of Radio &. Television 

WTMJ-TV, Milwaukee 



Interpretation and commentary 
on most significant tv/ radio 
and marketing news of the week 



PONSOR-SCOPE 



27 FEBRUARY 1961 
C<»yrl|ht 1961 
SPONSOR 
PUBLICATIONS INC. 



Sellers of spot who feared that the new SAG-AFTRA commercial rates coiihl 
result in substantial loss of hillings for their medium have a case to which they can 
point. 

The evidence: Robert Hall Clothes has slashed its tv market list from 130 to 40 for 
the 1961 spring-summer campaign. An overriding factor for this reduction is the huge jump 
in replay money required under the latest SAG-AFT11A contract. 

In explaining what influenced the switch in Robert Hall media planning, Jerry Rcss, ex- 
ecutive v.p. of Arkwriglit Advertising, which handles the Hall account, told SPONSOR-SCOPE 
that the talent union's rates for film commercials have become so "unrealistic" as to 
require spot advertisers in the national retailing field to reassess their media uses. 

However, as far as both air media are concerned, there's only been a change in the bal- 
ance: the radio schedules have been fattened and the list of radio stations upped. 

The specifics: over 350 radio stations in 140 markets, with the intensity of the 
schedules reaching a peak in April and gradually simmering down for the summer. 

(For a special report on SAG-AFTRA contract negotiations, see page 38.) 



Whether it's a phenomenon of the time or something else, it might interest 
the tv networks to know that there's been engendered toward them an emotional 
State on Madison Avenue that is without precedent. 

In SPONSOR-SCOPE's five years of existence it has never encountered at the budding 
of the new selling season so many expressions of peeve, resentment and bellicosity 
against various network tactics as it has the past three weeks. 

Here are some of the things agency people are muttering: 

• "The networks are taking a serious chance of losing the hacking of the very people 
who develop and recommend media plans." 

• "The networks have only a small staff to do their selling and without the agencies to give 
them a hand they might not do so well as the years roll by." 

• "We've just completed a survey on how network tv costs have risen since 1957 in 
relation to tv homes and sets-in-use and if tv is to maintain its billings pace it behooves the 
networks to give us and the positions of our clients more sensitive and equitable 
consideration." 

(For details of network incidents agitatinsr advertisers-agencies, see page 21.) 

New spot tv business kept perking last week for reps in New York, indicating a 
February and March, fur at least the top markets, fairly close to the 1960 level. 

The New York calls for availabilities included : Spic &• Span (Y&R) : Domino sug- 
ar (Bates); Chesehrough Ponds (NCK), five weeks, fringe minutes and weekend afternoons; 
Planters Peanuts (Kemper). 6-8 weeks; Lincoln-Mercury dealers (K&E) ; Praise (K&E). 

Tv buying out of Chicago: Jiff (Burnett); Robin Hood flour (Wade); Pure Oil 
(Burnett); Milwaukee beer (Gordon Best). 



P&G evidently thinks that the impact of the ADA's endorsement has reached 
its crest in the area of advertising: the rug was virtually pulled from under Crest 
dentifrice's spot tv operation last week. 

Cancellation went out from B&B for stations in around 40 markets. 

Marketing note: P&G's own Gleem has gradually been recapturing the share of the 
market it lost when Crest took off like a rocket. 
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SPONSOR-SCOPE continued 



Spot radio buying took an upturn the past week in the midwest, some of th 
accounts suggesting that spring is not far away. 

Like J. I. Case farm implements (Western Adv., Racine, Wis.) ; Chemical Compounds. 
Inc. (Standart & CTHern, K.C.) ; Dow Chemical crab grass killer (MacManus, John & Adams, 
Detroit). 

Other radio buying out of that region: Swift Allsweet margarine (Burnett); Skelly 
Oil (Bruce Brewer, K.C.) ; Chun King (BBDO Minneapolis) ; Miller Brewing (Malhisson, 
Milwaukee); Pure Oil (Burnett); Old Milwaukee Beer (Gordon Best). 

In New York Shulton's Good Aire household deodorant (Ralph Allum) called for avail- 
abilities in connection with a nine-week saturation campaign. 

Scott Paper, which has added a number of new products to its list this year, 
won't start its network buying or fit in its spot plans for another 60 days. 

It'll likely buy into three nighttime shows and commit itself for more network daytime 
than ever. HI 

Even though the corporation is reorganizing its internal operations, which in- 
cludes advertising, tin Pont has put the finishing budgetary touches to the weekly 
hour series that makes its debut on NBC TV the middle of September. 

It will run for 40 weeks with about $100,000 a week set aside for time and an S80,000 
average for talent. 

Divisions set to participate: anti-freezes, which this season went to network spot car- 
riers; some Lucile paints; two or three products out of the #7 special automotive produc- 
tion division: plus institutional. BBDO is agency of record for the series. 

The operators of those White Tower hamburger stands studded around the 
country want to steer clear of any sponsored radio programing that might hire the 
teenagers. 

Reps approached last week about availabilities last week were advised that what the ham- 
burger merchants preferred was entertainment that appealed strongly to adults in the 
lower income groups. 

Win they didn't want the teenage trade: they sit around and yak too much, whereas 
the stands are designed for quick turnovers. 

The liner-upper of radio buys: John Mnrrow e/o N.Y. Restaurant Association. 

Don't write Schick (NC&K) off as a supporter of tv: it's planning a heavy t\ 
campaign for the fourth quarter of this year. 

The shaver's newspaper embrace. Schick advertising-promotion people have been telling tv 
sellers seeking to make presentations, is just for this first quarter. 

Incidentally. Schick at the moment is spinning off a goodly portion of its promotion 
money into "push.*' allowing the storekeeper or clerk S2 for each shaver sold. On the 
basis of the 950.000 Schicks sold last year, this incentive fund could add up to $1.9 million— 
or almost as much as it put into tv hist year. 

Remington is said to be also on a push moucv kick. 

Schlilz and JWT have borrowed a leaf from Armour and some unto accounts: 
they're decentralizing their advertising decisions and media buying. 

What Schlitz has done: (1) divided the country into districts, with each headed by 
a district ad manager: (2) arranged for the district manager to work closely with the 
JWT office within his district: (3) split up tli!> spot buying among JWT district office?, 
with JWT Chicago processing the orders and doing the billing on instructions received from 
the regional offices. 

Ruth Jones heads up the Schlilz bu\ing out of New York. 
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SPONSOR-SCOPE continued 



The ill Inmmr that NBC TV has incurred at tin; American Tohacco Co. as a re- 
sult of some of the network's furniturc-nmviug mult I, noted one of the account's 
agencies hist Meek, turn out to he quite heneficial far spot. 

As an account super in that agency put it: "American Tobacco might figure that sinec net- 
work program franchises no longer mean am thing it would he wise to allocate some of 
the millions to spot where there's a better chance of franchise protection.'' 

The cause of ATC's ire, which, incidentally, gave Madison Avenue its prime topic of lunrh- 
eon conversation for the week: freezing the account out of three of its four spots on 
NBC and lifting out from under it two shows (Wells Fargo and Bonanza) which Ameri- 
can Tobacco has sponsored since their inception. 

Bonanza was sold kit and kaboodlc to Chevrolet for Dinah Shore's present spot and Wells 
Fargo becomes an hour item come the fall starting 7:30 Saturdays. Another move involving 
ATC: Thriller goes from 9-10 p.m. Tuesday to 10-11 Monday. 

In time and talent American Tobaeeo's XBC investment this season comes somewhere 
hetweeu S8-9 million. 



Another unhappy client NBC is trying to assuage for a reason similar to Ameri- 
can Tohacco is Lever: the gripe here is that the network moved the l'rice Is Right 
without first taking Lever into its confidence. 

If the network goes through with its intention and Lever refuses to compromise the hill- 
ings in jeopardy would come to S8-9 million a year, with a huge chunk of it in NBC 
daytime. 

C1JS TV is itself not without a brooding veteran customer: R. J. Reynolds (Esty) 
hadn't decided up to presstime whether it would asseut to the moving of I've Cot a Secret 
to Monday 10:30-11 from Wednesday 9:30-10 p.m. 

Reynolds' only choice is to agree to this switch, done without consultation, because that 
Wednesday sp«t has heeu committed to Ceneral Foods as part of the latter's fall night- 
time design. 

CBS TV has succeeded in cracking the wall of resistance set up hy four affiliate 
station groups against the network's morning minute-selling plan. Corinthian last 
week changed its position and agreed to go along with the new sales concept, aud 
Storer opened the way in Detroit and Cleveland. 

The decision to clear the 10 a.m. -noon strips came after CBS TV's James Aubrey ex- 
plained the factors that brought about the plan to a Corinthian management meeting held in 
Sacramento. In brief: the plan was horn of a serious competitive situation. 

Meantime. CBS Sales states that it has already sold SI. 5 million worth of husiness 
for the plan, including S. C. Johnson. 

Hailed among Madison Avenue tv program buyers as ahout the most construc- 
tive move ABC TV has made since becoming a daytime factor: sequestering the 
1:25-1:30 segment for a five-timcs-a-week news strip. 

The innovation takes effect 6 Mareh and the agencies are inclined to sec it as inspired by 
the new look in ABC news and public affairs programing James Hagerty has been talk- 
ing about. 

Time and talent price for the strip: $14,500 per week, minimum 13 weeks, which makes 
it S2,900 for a 75-second commercial. 



ABC TV Sales avows it's running full speed ahead an out contracts for the 1961- 
62 season: in fact, it had, as of 23 February, S73 million worth of such husiness 
already on the hooks. 

This, regardless of Dodge's pullout from Lawrenee Welk after six -vears. 
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SPONSOR-SCOPE continued 



The prices that are being put on some of the nighttime network series for the 
fall can't help but make advertisers' eyes pop. 

For instance, the Robert Young semi-anthology series lias a price tag of $71,000 gross for 
originals and $35,000 for repeats. That puts this series, in terms of cost, not far behind Jack 
Benny's. 

Scott Paper is said to be on the verge of becoming a co-sponsor of the series. General 
Foods, which had an option on it, doesn't appear anxious to go through with it. 

Another newcomer for the fall with a upper-crust price tag is Calvin and the Colonel, 
the cartoon series sound-tracked hy Corell & Gosden. Price: $65,000 for originals. 

Looks like Lever and v\merican Home will co-sponsor Calvin and the Colonel on ABC 
Tuesday 8:30-9 p.m. 

Probably the most significant affiliation coup that ABC TV has effected in re- 
cent years was the one that this week sprung the Taft stations from CBS TV. 

The break between Taft and CBS climaxed a revolt by the Taft group against the morn- 
ing minute sales plan which CBS inaugurated 13 February. The general impression in the 
trade is that things hadn't been perking too happily between the network and the group lately 
and that it took the introduction of the plan to trigger Taft's decision to throw its primary 
affiliate lot with ABC. 

(See SPONSOR-WEEK, page 25, for details of Taft's affiliation realignment.) 

Some tv stations without regularly scheduled sports are resorting to a change 
in their rate structures in the hope of attracting business to weekend afternoons. 

The step: adopt a D rate where there's been a C rate in effect. 
Downward margin of difference: around 35%. 

Sellers of spot might find handy this summary of a survey conducted by Inter- 
national Shoe, St. Louis, as an aftermath of its Christmas radio promotion in 125 
markets. 

In essence, the manufacturer discovered that December had more potential than sus- 
pected, sales in 1960 scoring a 6% gain over 1959. 

Highlights of the inquiry among International's dealers in 46 markets: 

• 74% said the promotion was just right and hoped the idea will be repeated. 

• 65.5% noted that what with December having been an off month in retailing the campaign 
might be credited with cither keeping business at an even keel or increasing it. 

• 61% reported that customers mentioned the spot (certainly a high quotient in any 
media league) . 

Citing from a special runic study by Nielsen, ABC TV is spreading the gospel 
that if an advertiser on at night wants to make an additional expenditure in the 
medium he'll get more frequency and reach for his money in daytime. 

The basic assumption is that the advertiser has a good night schedule of four minutes 
weekly, which over four weeks garners hiin an unduplicated reach of 89.9% and an average 
frequency of 3.6 times per home. 

If faced with the alternative of spending an extra $30,000 for night or daytime, here's 
what he could expect over four weeks. 

NO. MINUTES ACCl'Ml LATKll UNDUPLICATED REACH AVERAGE FREQUENCY 

One nighttime 91.8% 4.2 times 

12 daytime 91.5% 5.8 

For other news coverage in this issue: sec Newsmaker of the Week, page 8; 
Spot Buys, page 50: Sponsor-Week Wrap-l T p. page 60; Washington Week, page 63; SPONSOR 
Hears, page 66; Tv and Radio \ewsmakers, page 79; and Film-Scope, page 64. 
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In Providence, WJAR-TV d new one-two punch 
delivers a feature film knockout! 

Adding to their Million Dollar film library, WJAR-TV announces the two biggest buys in feature films: NTA's "61 for 61" and 
Warner Brothers' "Post "50 Package" to be seen Mon. thru Fri. at 9 A.M., 1 P.M., 5 P.M. and Sat. and Sun. at 11:10 P.M. Some 
of the titles and stars: A STAR IS BORN • VIVA ZAPATA • ALL ABOUT EVE • THE HIGH AND THE MIGHTY • COME TO 
THE STABLE • REBEL WITHOUT A CAUSE • THE PRINCE AND THE SHOWGIRL • HONDO • COME FILL THE CUP • THE 
BIG LIFT • DOWN TO THE SEA IN SHIPS • PINKY [\p TWELVE O'CLOCK HIGH . THE BIG TREES • A LETTER 
TO THREE WIVES • YELLOW SKY . THE SEARCHERS C_7 STRANGERS ON A TRAIN . SPRINGFIELD RIFLE 
LAND OF THE PHARAOHS • Marilyn Monroe • Anita Ekberg . Marlon Brando • Judy Garland • Montgomery 

Gift • Burt Lancaster • John Wayne • James Dean • Sal Mineo • Doris Day • Robert Stack • Bette Davis • James 

Stewart • Maria Schell • Kirk Douglas • Joan Crawford Tab Hunter • Cary Grant • Lauren Bacall • Gregory Peck 

James Cagney • Spencer Tracy • James Mason • Glenn fl Ford • Peter Sellers • Gary Cooper • Natalie Wood 
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could have been "Editor in Chief "of WPTR 



Because he, too, aimed to be a vital force in the com- 
munity he served. The medium was different but the 
thinking was the same. As a broadcaster of news — 
itself — as a popular music station — but over and above 
all as a spokesman for the local populace in every worth- 
while project that furthers its needs, WPTR is GRASS 
ROOTS RADIO AT ITS BEST. 

Perhaps it's why WPTR has more local advertising than 



the next 3 stations combined; more total advertising 
than the next 2 stations in the market put together. 

TXf'D'P'D 50,000 

WW JCeopleX I\. people watts 

ALBANY, TROY, SCHENECTADY 

The Dominant Station in the market according to Pulse. 
Right up there with Hooper, too. For full details -see your 
EAST/man. Foster & Creed, in New England. 




NCAN MOUNSEY EXEC. V. P. OF WPTF 
A division of SCHINE ENTERPRISES 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 



SPONSOR-WEEK 



^ $l-million Autolite drive hinges on new net tv shows 

Zubrow agency buys 1,000 homes for from 5 to 10 cents 
^ 22 of 26 major business types invest more net tv $$ 




3 Taft tv's line up with ABC 



ABC TV's backing and filling action aimed at improv- 
ing its station line-up peaked last week in the an- 
nounced take-over of three Taft stations from CBS TV. 

They are WKRC-TV, Cincinnati, a 12-year CBS affiliate, 
Mich replaces WPRO-TV; WBRC-TV, Birmingham, Ala., 
and WKYT-TV, Lexington, Ky. Both of the latter now 
offer dual primary affiliation to ABC as well as to the 
■NBC tv networks and operate in two-station markets. 

Industry observers (see SPONSOR-SCOPE) see the 
[ABC TV coups as influenced strongly by the Taft group's 
reaction against the new morning 
sales plan of CBS. They think ABC 
TV, solid with Taft in affiliation with 
its WTVN-TV, Columbus, Ohio, hit 
while the tv newtork iron was hot 
g to capture the trio. 

S; t*5S^ Switchover shores up the ABC 

m m^'-^"' line-up, particularly with the addi- 
^"^S^S^! t ' on of the B i rm ' n g nam market (53rd 
in the country). This still leaves the 
network with several important-mar- 
ket gaps but represents one of the 
major break-throughs in recent 
months. 

An ABC spokesman estimates between 8 and 10 sta- 
:ions have switched affiliations to the network in the 
3ast four months. 

Joint announcement was made by Hulbert Taft, Jr., 
oresident of Taft Broadcasting Co., and Julius Bar- 
nathan, v.p. for affiliated stations for ABC TV. WKRC- 
TV switch is effective 1 March. 




Kennedy and Nixon to split RTES 
honors as broadcast men of the year 

The so-termed "great debaters" — John F. Kennedy and 
Richard Nixon — will share the Radio and Television Ex- 
ecutives Society's second Gold Medal award on 9 March. 

The reason: They made "the 
most significant contribution 
in broadcasting to the best 
interests of country and citi- 
zens" in their tv confronta- 
> tions. 

Neither of the politicos will 
BH^T be on hand to accept the des- 

r^.T i ignation, but RTES plans brass 

President Kennedy 

hope one or both will tap a 
top-rung representative who can serve as the "special" 

for the blue-plate dinner ($25 
per seat, available in tables 
of 10). 

Banquet is expected to at- 
tract more than 800 (last year's 
attendance) broadcast-ad pros 
for the formal dinner dance. 
Highlight: a gal singer, a co- 
median and Mitch Miller with 
25 sing-a-long vocalists. 





Richard Nixon 



First Gold Medal award last year went to Brig. Gen. 
David Sarnoff, board Chairman of RCA. 
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What makes RCA 
FM Transmitters 



better . . . 




If you want the very best FM Transmitter available, 
you need not shop around. RCA FM Transmitters are 
the finest built for broadcasting. They are designed 
to the highest standards of quality in the industry. 

Examine our FM Exciter, for example. Note espe- 
cially its direct FM system. It is capable of producing 
a higher fidelity signal. Also, the RCA Exciter is 
easier to tune— and keep tuned— than exciters using 
other modulation systems. 

Why do RCA FM Transmitters cost more? Because 
of our aim at RCA to always build the very best. This 
superior quality often shows up in small but vital 
features. Take the use of circuit breakers in the 1 K\V 
RCA FM Transmitter. Fuses could have been used, 
but we think of the lost air time when fuses fail . . . 
We include a harmonic filter of special design to 
assure the reduction of all harmonics to more than 
meet latest FCC requirements. 

Throughout the RCA FM Transmitter line vou will 



find that all tubes and components operate well 
below normal safety factors. This greatly reduces 
chance for component failure. It saves on maintenance 
costs and helps keep the station on air. 

Many more of these significant advantages add up 
to the kind of quality that proves itself in year after 
year of dependable operation. In addition, you'll 
find that RCA Transmitters usually have higher 
resale value . . . 

Experience for yourself the quality that makes RCA 
famous. There is a full line of RCA Transmitters 
to choose from: 1 KW. 5 KW, 10 K\V. 20 KW, and 
on special order 25 KW or higher. Exciters and 
multiplex subcarrier generators are also available— 
along with a series of broadband antennas. Get the 
complete story before you buy. Call your nearest 
RCA Broadcast representative or write RCA Depart- 
ment XC-2G-3, Building 15-1. Camden, New Jersey 

KCA Broadens! and Tele-vision Kquipment, Camden, Now Jerse} 




Tin - Mosi Trusted Name in Radio 

(jj RADIO CORPORATION OK AMERICA 
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Lift iron curtain between marketing 
and creative, MacM, J&A men urge 

Less isolation and more fraternization of marketers 
and creators is the key to sales-producing advertising. 

So declared a team of pros from MacM an us, John & 
Adams, Detroit, last Tuesday in detailing for attendees 
at the Radio and Tv Executives Society's buying and 
selling seminar the successful introduction of General 
Motors' new compact, the Tempest. 
Speakers were Robert E. Britton, v. p. and executive 
I director of marketing, media and research, who teamed 

up with Robert S. Marker, v,p. 
and director of creative serv- 
ice, to make these points: 
»>, • The iron-curtain between 

the marketer-researcher and 
the writer-artist should be 
\ W lifted. 

• "Advertising is too com- 

Robert E. Britton P ' ex ' t0 ° ex P ensive - to ° im " 
portant in the selling cycle to 

be based only on artistic judgment." 

• "Sciences available to us can eliminate many risks: 
they can't create advertising but they can HELP create 
with more certainty, better direction, sharper focus." 

Speakers came to three conclusions as to how mar- 
keting, creative can "make a strong, close team." 

1. "Find the right people" who understand each 
other's functions and views. 

2. "Bring marketing and creative together at the top, 
not just in lower echelons where strategies are carried 
out, not formed. Marketing and creative should LEAD 
account planning, not follow it." 

3. "Cross-education of one another's techniques is 
essential." 

lAUTOLITE GEARS $l-MILLION TV 
DRIVE TO NEW RACE SERIES 

The impossible can happen in blending program and 
client, E. R. Stroh, v.p. and director of sales for Electric 
Autolite, told SPONSOR-WEEK last week in calling his 
purchase of "The Racer" a "one-in-a-million" buy. 

After what amounts to a seven-year absence from tv 
|(with scattered and low-budget exceptions), company is 
gearing a $l-million-plus ad-promotion-merchandising 
effort to alternate sponsorship of a fall film series. 

Stroh says the program emphasis is on "performance," 
Ithat prime viewing and sales targets are "teens, men, 
mechanics — all performance-minded." 

Plan is to co-sponsor on a 52-week basis from next 
fall in evening time. Problems: no time has been 
cleared, but BBDO seems confident one of the nets 
Hwill break loose with a good time slot; current lack of 
a co-sponsor, with no other automotive acceptable. 



22 OF 26 MAJOR BUSINESS TYPES 
PUT MORE $$ INTO NET TV TIME 

Twenty-two of 26 major classifications of business and 
industry spent more money on network tv time in the 
first 11 months of last year than they did for the same 
period in 1959, Television Bureau of Advertising noted 
Friday. 

Average gain for that period was 9%, from $568 mil- 
lion to $621 million. Thirteen categories in which most 
marked dollar investments were tabbed, with the in- 
crease from the previous year, follow: 
Appliances Up 27% Horticulture Up 48% 

Automotive 19 Hse. furnishings 48 

Beer 24 Ind. materials 14 

Confections 17 Insurance 21 

Drugs 12 Publishing 405 

Entertainment 134 Toiletries 9 

Gas, oil 66 

Only four groups spent less on net tv time: building 
materials; office equipment; radio, tv and musical in- 
struments; travel, hotels and resorts. Remaining busi- 
ness classifications — such as foods, soaps, smoking ma- 
terials, agriculture — showed billing gains of less than 
the 9% average for the 11-month period. 

FCC MAY PUT STATIONS ON NOTICE 
TO SHARPEN COMMUNITY FOCUS 

Progressive re-vamping of program schedules and sta- 
tion-community relations came into sharper focus last 
week with two new developments: 

1. An FCC proposal enlarging and broadening public 
responsibility features of station petitions for renewal, 
transfer, construction and assignment of licenses. 

2. A move by Jefferson Stand- 
ard Broadcasting Co. (WBT, 
WBTV, WBTW, Charlotte) to ef- 
fect quality control in a new 
department managed by Lacy 
S. Sellars. 

Jefferson move typifies ac- 
tion of many tv/radio stations 
in recent years as FCC's con- 
cern has become more appar- 
ent. But the FCC-proposed rule, acted on by the full 
commission of 17 February, puts specifics into sug- 
gested station action and calls for comments from the 
industry by 3 April. 

Changed requisites proposed by FCC: 

"Description of the area being served; needs and in- 
terests of area (how ascertained; how suggestions, com- 
plaints are handled); opportunities afforded commu- 
nity expression; specialized programing." 

And "more information about presenting controversial 




Lacy Sellars 
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QUALITY TELEVISION 

SELLS ' 
RICH, RICH 

SOUTHERN NEW ENGLAND 
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QUALITY IN THE SILVERSMITH'S CRAFT IS REPRESENTED BY THIS RE-CREATION OF A RICHLY 
ORNAMENTED, LATE * NINETEENTH CENTURY VINTAGE PUNCH." SET. MANUFACTURED BY THE 
INTERNATIONAL SILVER COMPANY. OF MERIDEN. CONNECTICUT. : . 

.»*.'" » . IS* 

IN RICH. RICH SOUTHERN NEW ENGLAND. QUALITY IN TELEVISION IS THE HALLMARK OF WTIC-TV. 
OH YES. WTIC-TV PROGRAMS ARE HIGHEST RATED TOO. ■. . 



WTIC® TV3 HARTFORD, CONNECTICUT 
*ASK YOUR HARRINGTON, RIGHTER & PARSONS MAN 
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Robert Mohr 



ssues of public importance, including editorializing; 
ta on program types, including whether applicant ad- 
res to principles of any code of broadcasting ethics 

?n6 measures taken or proposed to insure maintenance 
f appropriate programing, advertising standards; time 

Jevoted to commercials." 



UBLIC AFFAIRS SPURS TIMEX 
ALES INTERESTS, NBC REPORTS 

Positive sales link between public affairs programing 
nd tv viewers was traced by NBC Research last week 
n a study of U. S. Time's "U-2 affair" sponsorship. 
Timex' Robert Mohr, v. p. and ad director, says he's 
ratified with test results; his first venture into public 
■ffairs special (next is 14 March). 

NBC study gives impressive 
edge for Timex with viewers 
over non-viewers. 
Some of the results: 

• 48% more viewers than 
non-viewers mentioned Timex 
when asked names of watch 
brands. 

• 64% more viewers than 
non-viewers correctly identi- 

ed a slogan with Timex. 

83% more viewers had a more favorable opinion of 
imex. 

60% more were more interested in Timex watches 
ecause of advertising. 

• 77% more viewers said they'd be most likely to buy 
Timex. 

Zubrow agency clients reach 1,000 homes 
for average of 5 to 10 cents, low of 1 

How to reach ultimate in efficient, low-cost radio buys 
-vas blueprinted last week by Jerry Martin, media direc- 
or of the Zubrow agency in Philadelphia, who said he 
;ets: 

• a 5-cent to 10-cent cost per 1,000 homes through- 
out the U. S. for his clients; 

a 2.2-cent cpm homes in New York, and, 

in some instances, a low of 1-cent or 2-cent cpm 
lornes. 

How does he do it? Here's what he hold SPONSOR- 
WEEK. 

"We buy saturation schedules for as long as we can 
?et (so far, maximum is 12 weeks on a St. Louis station) 
3n one station in one market. We ask for 1,000 an- 
nouncements a week, usually get 850 or less. We run 
ninutes, quickies, 30's during run-of-schedule time." 



LEO BURNETT BAGS $3 MILLION 
PARKER-EVERSHARP ACCOUNT 

Chicago: Leo Burnett's informal discussion tactic in 
outlining projected advertising plans got the $3 million 
account of the Parker Pen Co., Janesville, Wis. last week. 

It was one of five final contenders (among 80 in all) 
with OBM, JWT, Earle Ludgin and the current agency of 
record, Compton. 

About $1 Va million of the budget goes to spot tv, 
which Parker uses intensively three times a year: (1) 
spring, for graduations, Mother's and Father's Day-, (2) 
fall, return to school; (3) Christmas, for gift giving. 

Compton, Chicago, will continue with its spring spot 
tv campaign plans with account then switching to LB. 
Move of Parker and Eversharp brands gives Burnett its 
first writing instrument account. 

None of the 80 agency entries bidding for the account 
was allowed to submit a formal, flip-card pitch: all were 
conducted informally in discussions with clients. 



RAMBLER DEALERS DEFY AUTO 
INDUSTRY SALES DOLDRUMS 

Rambler dealers, unlike many of their counterparts for 
other car makes, last week were expressing consider- 
able confidence about the future despite Detroit's slow- 
down, unemployment and consumer resistance. 

So says John Henry, account executive on American 
Motors at Geyer, Morey, Madden & Ballard, Detroit, in 
backgrounding Rambler's current ad tactic. 
He thinks Rambler dealers have more reasons for 
optimism, chief among them 
being size, cost and popular- 
ity of the car. American Mo- 
tors is nevertheless aporoach- 
ing its advertising and sales 
stances with a "close to the 
vest" philosophy in making no 
long-range plans. 

When plans ARE made, 
they're sure to concentrate on 




John Henry 
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spot tv in a saturation frequency — a pattern the client 
has followed to push special sales events for several 
years (unlike many major competitors who stick with 
net tv). Henry and AM theory: "Dollars work harder in 
spot." 

Spot tv follows a pattern detailed in a recent Tele- 
vision Bureau of Advertising analysis of Rambler adver- 
tising in the New York market over a four-week period. 

Results showed 174 minutes and 20's on seven New 
York stations bagged a weekly cume of 82.6% of all 
New York market tv homes with an average of 2.6 com- 
mercials seen per home; in four weeks, 97.9% of all 
homes for an average of 8.8 commercials. 

More SPONSOR-WEEK continued on page 60 
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Where they buy most. 



NETWORK 


3 NETWORI 
SHARE 0 
AUDIENCE 


ABC -TV 


37.4 
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■Source: 50 Market Nielsen TV Report* Ja M 
1 1. 4 »v.k*«-niJini: Jan. 22, If 61 . Av<taro Au- ft 
Sun. 6.50- 1 1 I'M Mon thru Sat 7:30 11 I'M 




they watch ABC most" 



is documented fact of life is now 
ing the country's smartest adver- 
%V rs to the country's smartest adver- 
tjig buy-ABC-TV. 
he facts : 

'hey buy most. In the market area 
* ered by the stations in Xielsen's 50 
I- rket TV Report*, 807c of all U. S. 
isehold goods and services are bought. 
hey watch ABC most. This area, co- 
ijidentally, is the largest Xielsen- 
cked area where viewers can view 
3 networks. How they divide their 
wing favors in this huge market 



-4 



place is on plain view on your left. 

As we said, where they buy most, 
they watch ABC most. It follows, there- 
fore, that where you sell most, your best 
buy is 

ABC TELEVISION 



■ Baltimore Bnaton 
Charleston- Hun tine inn 
Cleveland Columbus 
Detroit Fu Wayoe- 
louaton Indianapolu 
Low Amide* Memo hi* 
Minneapolia-Sl- Paul 
S>» York Norf.ilkf'ortamouih 
Orlando- Day ton a Bearh Peoria 
Philadelphia Ptttaburuh Portland. Ore, Kiehmond-Petrraburt 
Sacramento-Stockton Kan Antonio San Dteflo San Franeisco- 
Oakland Scranton-Wilkr«-Barr« Seal tle-T acorn a Smith Bend- 
Klkhart Spokane St. Louia Tuba-Muakof Wajhtnfion 
Wichita-Hutehinaon. 



I Mhany-Schenertady Amarillo Atlanti 
Buffalo Cedar Rapid*- Waterloo 

Chattanooga Chicano Cinnnnati 
Oallu-Kt. Worth D« Moine*-Ame* 
Waterloo Grnn Bay-Mannette 
Kiiuw Ctty Utile Rock-Pine Bluff 
Miami MiUaukev-U hitefiih Bay 

Nashville N>» Orlea 
Oklahoma City-Enid 




The girl in the foreground could probably recite the nation's top 98 records with her eyes closed. Her mothe I 
is one of the nation's adults who receives and controls 98% of the U. S. income.* Which customer are yoil 
after? WBT, Charlotte's over-all top audience radio station for 20 years, also has a higher percentage c 
grown-up listeners than any other Charlotte station. Adults turn to WBT because of responsible programming . 
outstanding service, and the South's finest radio talent. If you want to make sales for your clients, it make 
sense to order the nation's 24th largest radio market. There's $2,690,786,000 worth of spending money i I 
the WBT 48-county basic area,** most of it controlled by adults . . . and WBT has more of the adult listener: I 

WBT RADIO Source. "U S. DfPl. ol Commerce. "Nielsen Coverage Service. Number Two and Sales Management's Survey ol Buying Powtr, 196 1 

CHARLOTTE 

Je'ferson Standard Bro.idtJ ting Company 
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Film participation shows on up-swing for fall 



15 



'61 



ABC 



The tv networks' tentative fall schedules indicate a 
30% rise in 60-minute participation film shows. 
Almost all will be of the action-adventure format. 




'61 




CBS 



12 



•61 
NBC 



LOTS MORE SPOT CARRIERS IN '61 



in 



* A sharp hiereast 
hnticipatod hy all throe 



participation film series? is 
webs for 1961-62 season 



^ Alternate-week buys are expected to remain status 
quo but full sponsorship 



T 



will be on the downgrade 



lie magazine concept is power- 
ful!) edging its way closer to what 
nia\ eventually l>e a complete take- 
over on nighttime network television. 
Rot only are the networks scheduling 
additional spot carriers for the fall 
hut nianv shows heina offered for 
full or alternate week half-hour spon- 
sorships can he converted to spot 
carriers at the drop of an option. 
With the rise in participation 



shows conies the inevitable decline in 
full sponsorships. The only pattern 
not current!) affected hy the grind- 
ing economic force? of tv -alternate 
week sponsorship — appear? to ha\e 
reached a plateau. 

The last of the hot full-sponsorship 
papas. General Foods and Procter & 
Gamble, will continue to pour their 
network nione\ heavily into CBS TV 
and ABC TV. respectively, along 



their usual line-;. Other client? can 
only sigh. •'Giants like General Food* 
and P&C can afford to take the risk. 
If they hack three or four shows on 
a network, one or two Hop? isn't 
going to hurt them so badly." Not 
many other advertisers are willing to 
put all their tv egg? in one basket. 
While Chevrolet, for instance, will 
continue on \BC TV with l/i Three 
Sons fpossihh selling off half) 
Chevy has just cancelled its M>C TV 
hour-long C/ien Sfioir. \nd Ford i? 
al?o expected to cut back on 7 he 
Ford Shoic. Iea\ ing the auto firm 
Alfred Hitchcock Present* on M5C 
TV. 

Here's a broad look at the trend? 
at work. The chart? on page* 31 
and 33 indicate what the network- 
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are offering for sale. Many of (he 
half-hours have already been picked 
up, especially the ones that arc re- 
turning for another season. All three 
networks are reporting the outlook 
"excellent" for their fall sales. CHS, 
in particular, claims to he near sold 
out '"and if wc had all our shows 
picked I think we could sell out this 
week." Bill Hylan. CBS TV vice pres- 
ident of sales administration, told 

SPONSOK. 

No network has posted a "lock- 
up" sign on its programing sched- 
ule as yet. All three, for example, 
have apportioned certain hour-long 



lime periods for ad\cnture shows, 
hut decisions on the specific shows 
haven't been reached. And all three 
have several half-hour time slots with 
no indication of what the show will 
he. 

Who is buying participations? As 
in the past both major budget and 
small budget advertisers are attracted 
to network participation. There was 
a time when network buys were com- 
pletely prohibitive to the small budg- 
et advertiser and he had only to turn 
to spot. 

Now he can buy like spot on the 
networks. He can buy one, two or 



more minutes a week in one show, 
or scattered in a few shows. He can 
buy for two weeks, four weeks, six 
weeks — or one week. He can get 
special package buys and special ar- 
rangements. 

For example, on NBC an advertis- 
er may buy in thirds. To buy one 
third is to buy one minute on a show. 
Commitments on NBC vary with the 
program. "We will have some shows 
available for very short term season- 
al advertisers and some programs 
available to advertisers who want to 
participate in a program throughout 
the year but don't want to be part 



Here's a tentative list of the three networks' programing 

The sharpest increase is in the category of spot carriers or participation film shows. Many of the hour-long shows listed 
under alternate week sponsorships may be put up for participation sale later in the season. Several may be replaced 



ABC 

Full sponsorships (30-min.) 

Rifleman (western) Procter & Gamble 

Real McCoys (western) P&G 

To Be Announced (P&G) 

My Three Sons (comedy) Chevrolet 

Total — 5 shows 
1960-61 total— 7 shows 

Alt. wk. sponsorships (30 min.) 

Calvin & The Colonel (comedy) 
Lawman (western) 
Bugs Bunny (animated comedy) 
Top Cat (animated comedy) 
Guestward Ho! (animated comedy) 
Donna Reed (situation comedy) 
The Hathaways (situation comedy) 
Flintstones (animated comedy) 
Leave It To Beaver (comedy) 

Total — 9 shows 
1960-61 total— 14 shows 

Alt. wk. sponsorships (60-min.) 

Lawrence Welk (musical) 
Fights (sports) 



Total — 2 shows 
1960-61 total— 2 shows 



Participation sponsorships (60-min.) 
The Hunters (adventure) 
Bus Stop (adventure) 
Asphalt Jungle (adventure) 
Cheyenne (western) 
Surfside Six (adventure) 
Adventures In Paradise (adventure) 
Las Vegas (adventure) 
Corrupters (adventure) 
Hong Kong (adventure) 
Hawaiian Eye (adventure) 
Naked City (adventure) 
Untouchables (adventure) 
77 Sunset Strip (adventure) 
Adventure Show (Friday night) 
Roaring '20's (adventure) 

Total — 15 shows 
1960-61 total— 12 shows 



CBS 

Full sponsorships (30-min.) 
20th Century (document.) Prudential 
Lassie (situation) Campbell's Soups 
G.E. Theatre (anthology) Gen. Elec. 
Danny Thomas Show (comedy) G. F. 
Andy Griffith Show (comedy) G. F. 
The Freshman (comedy) Gen. Foods 

Total — 6 shows 
1960-61 total— 7 shows 



Alt. wk. sponsorships (30-min.) 
Dennis the Menace (comedy) 
Jack Benny (comedy) 
Candid Camera (comedy) 
What's My Line? (panel) 
Pete & Gladys (situation comedy) 
Robert Young Show (anthology) 
Hennesey (situation comedy) 
I've Got A Secret (panel) 
Gunsmoke — reruns (western) 
Have Gun, Will Travel (western) 
Bob Cummings Show (comedy) 
Twilight Zone (drama) 
Dobie Gillis (situation comedy) 

i 
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of a truly pailieipational operation," 
said Joseph larieei, NliC director of 
sales administration. For the latter 
type of advertiser, NBC lias a two- 
thirds buy. An advertiser can buy 
two minutes a week for a term such 
as 26 weeks, in a hit show like Bo- 
nanza. (Actually, the advertiser buys 
for a fidl year with termination 
rights at mid-year of the buy.1 

"We thought this would he the 
most popular type of sponsorship 
pattern." said larieei. "The invest- 
ment in an hour show, on a two- 
thirds basis o\er one year period, is 
sli::hil\ more roM-wisc than an alter- 



km 



nate half-hour sponsorship, hut the 
advertiser has substantial identifica- 
tion and is -dialing with only two 
other sponsors, on each program he's 
in, for a full year. It also happens 
to be a much more efficient buy in 
terms of eosl-per-minule than the 
conventional half-hour buy," larieei 
explained. "The two-thirds pattern 
has built-in continuous rale benefits 
plus full discount applicability."' he 
said, adding, "but with all this, it 
hasn't been as popular as we envis- 
ioned it to be. ' 

larieei was confident, however, that 
in time to come ''this will be the pre- 



dominant l\pc of spon-or-hip pai- 
tom." 

An adxerliser which made n-c of 
this T\ plan during the cur- 

rent season is American I obaeco 
which has two minutes a week in 
both lltmunstt and Thriller. 

AHC TV is the only network, so 
far. that will sell minute participa- 
tions in halfdiotir shows. I his is 
common in AI5C shows that are half- 
owned, or are alternately sponsored 
by one ad\ertiser. such as Giics/tcard 
Ho! which Hal-ton Purina backs on 
alternate weeks. 

An alternate third bu\ on NliC 



lineups for 1961-'62 indicating how the shows will be sold 

by new participation series. The three networks also indicated that this is the earliest selling season to date, and all 
report "sales outlook excellent" for the 1961-62 television season. There are still open time periods on all three webs. 



Tom Ewell Show (situation comedy) 
Red Skelton (comedy) 

Total — 16 shows 
1960-61 total— 22 shows 

Alt. wk. sponsorships (60-min.) 
Ed Sullivan Show (variety) 
Garry Moore Show (variety) 
Armstrong— U.S. Steel Hour (drama) 
Route 66 (adventure) 
Checkmate (adventure) 
Gunsmoke (western) 

Total— 6 shows 
1960-61 total— 5 shows 

Participation sponsorships (60-min.) 
Perry Mason (adventure) 
Defenders (adventure) 
I Rawhide (western) 
Gunslinger (western) 
Adventure (Wed. night) 
Adventure (Thurs.) 
Aquanauts (adventure) 

Total — 7 shows 
1960-61 total— 4 shows 



NBC 

Full sponsorships (30-min.) 
Price Is Right (game) Lever Bros. 
Hitchcock Presents (mystery) Ford 
Ford Show (comedy) Ford 

Total— 3 shows 
1960-61 total— 8 shows 

Alt. wk. sponsorships (30-min.) 

Comedy (Sunday) 

Cartoon (Thurs.) 

Tall Man (western) 

Bachelor Father (situation comedy) 

Total — 4 shows 
1960-61 total— 13 shows 

Full sponsorships (60-min.) 
DuPont Show (anthology) DuPont 
Perry Como Show (variety) Kraft 

Total— 2 shows 
1960-61 total— 3 shows 

Alt. wk. sponsorships (60-min.) 

Walt Disney Presents (comedy) 
Bonanza (western) 



Dick Powell Show (drama) 
Wagon Train (western) 

Total — 4 shows 
1960-61 total— 4 shows 

Participation sponsorships (60-min.) 

The Americans (western) 

87th Precinct (adventure) 

Thriller (adventure) 

Laramie (western) 

Cain's 100 (adventure) 

Adventure Show (Wed. night) 

Outlaws (western) 

Sing Along With Mitch (musical) 

Adventure (Friday night) 

Adventure (Friday night) 

Drama (Friday night) 

Wells Fargo (western) 

Total — 12 shows 
1960-61 total— 7 shows 

Participation sponsorships (120-min.) 

Post '48 feature films (movies) 

Total — 1 show 
None in 1960-61 
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HOW NBC TV GAMES 
FORCED CBS SWITCH 

^ Two soaps, 'Clear Horizon' and 'Full Circle,' are out; 
4 I Love Lucy' moves, making way for 3 new game shows 

Three new game-participation shows, live from Los 
Angeles, to start daily 13 March on CBS schedule 



TV means ihe advertiser gets one 
minute a week, hut the minimum buy 
is two weeks. CBS has pretty mucli 
the same arrangement, a* to the least 
length of time a buy ran cover. On 
ABC, however, an advertiser ean 
theoretically buy one minute (luring 
one week. 

Participation* are usually bought 
on a short term basis. That is, an 
advertiser buys his schedule one to 
two month* in advance. **Wc wouldn't 
accept anything like a buy of a few 
minutes for a period three, four or 
five months away, - ' said an NBC 
spokesman. \BC al>-o indicated that 
participations are not sold far in ad- 
vance. "That's why it s hard to pro- 
ject a true picture of the fall sales 
outlook at this time.'' said an ABC 
spokesman. The same is true of 
NBC. In both cases, not only are 
several timcslots open program-wise, 
but participation buying plays an im- 
portant part in the overall sales pic- 
ture. 

Few advertisers, however, ean 
jump into network television with- 
out any notice. '"The kind of money 
that goes into spur-of-the-moment 
spot bins.'' >aid Iaricci, 'are the 
dollars which devleop as a result of 
preemptions or cancellations or snr- 
plusses from other budgets." Thus, 
participations allow this money to go 
back into tv, instead of into print or 
other media, where it heretofore had 
gone. 

CBS, considered a holdout in the 
participation swing (NBC was hot on 
the heels of \BC in converting many 
time periods to spot carriers) will 
also witness a jump in spot carriers 
during 1961-62 season. 

As Bill 1 1 y lan put it, "just as we 
Iry to make our programing sched- 
ule diverse, so do we try to make our 
sales structure diverse. We don't 
want to convert solely to minutes but 
we don't want to overlook them eii- 
tireh either." 

How did the spot carrier concept 
become such a hot one? T hi* <pies- 
t ton is treated on Madison Avenue 
in much the same manner as "which 
came first, the chicken or the egg?" 
Some sav the networks advanced the 
concept, others sav it was agency 
pressure on behalf of low-budgeted 
advertisers. 

{I'ltHtSP tin it to page o2 I 



BS TV has thrown a counter- 
punch against NBC TV in three day- 
lime periods. 

Three new half hour game shows 
will be pitied against established 
game shows on the rival network. 

The three half-hour shows — now- 
being developed — will be live and will 
originate from Los Angeles. They 
will be put into the CBS TV daytime 
schedule at 11:00 a.m.. 11:30 a.m. 
and 2:00 p.m. and w ill be sold under 
CBS' new minute sales plan. 

To make way for the three game 
shows, two soap operas will go off 
the air. They are Clear Horizon and 
/'//// Circle. In addition. / Love Lucy 
replaces December Bride. 

The new CBS TV daytime schedule 
will bear a strong resemblance to 
\I!C TV's: games in the morning 
and drama in the afternoon. 

At deadline new CBS programing 
was still in a slate of (lux. But CBS 
was trying to «ell three shows made 
up by independent packagers and 
programed against XBC's games. 

Against Price is Right CBS will pit 
Double Exjtosure, a game in which 
two contestants put together a jig 
saw picture. \gainsl Concentration 
the new CBS entry will be Surprise 
Package (tentative title), in which 
contents of a package are gues*ed at. 
\gainsl Jan Murray the new CBS 
show is Face the Fads, in which ae- 
lor* present two side* of a legal ease 
and contestants reach a verdict. 

Starling dale for all three shows is 
13 March. CBS has been talking to 
Jack \arz a* a possible host. 

Insiders see sales and ratings fac- 
tors behind CI!S TV's new schedule. 
Two of the shows to be cancelled. 
December Bride and Full Circle, are 



almost entirely sustaining. Another 
show, Clear Horizon, had only alter- 
nate sponsorship on two days of the 
week. 

Bating* have also shown CBS TV 
at a disadvantage in each of these 
time periods against XBC. The sec- 
ond week of the second January NTI 
gave Say When 7.2 over December 
Bride 1,3; Price Is Right had 9.1 
over / Love Lucy 6.7: Concentration 
had 11.3 over Clear Horizon 5.0. and 
CBS' Full Circle, against Jan Murray, 
had no sponsored segment and was 
not even measured. 

Although CBS TV came out second 
best to NBC TV in these time period 
ratings, it did better than ABC TV 
which had Morning Court 3.2 and 
Love That Bob 3.7. 

If the first factor in CBS TV's 
switch from soap operas to game 
shows was to counter XBC TV's suc- 
cessful game ratings strategy by 
emulating it. a second factor at d85 
Madison Avenue was sales. 

Soap operas, traditionally, are 
sponsored by regular advertisers. The 
product becomes so connected with 
the show that the soap is as well 
known as the opera. But today's 
sales pattern has been shifting away 
from long-range sponsorship. 

There arc more than 30 advertisers 
currenlh using ARC TV da\tinie on 
a rotating basis. XBC TV's morning 
game shows are sold mosllv on an 
alternate week quarter hour basis, 
accommodating four aiherliscrs to a 
show. If CBS TV was little able to 
obtain sponsorship in the three half- 
hours being revised, now at least it 
will be free to bring participation! 
business into them. 

Came and audience participation 
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shows have an important sales ad- 
vantage out soap operas and film 
re-runs. Thev have a live host to do 
or introduce commercial*. 

Another advantage of the game 
shows, compared to live drama, is 
that they cost far less to produce. 
While film re-runs don't involve frt'fli 
production inv estinents, their use docs 
entail amortization. 

Returning to the ratings question, 
two of the programs to he dropped 
by CBS TV were scoring well below 
the average for their type. Second 
.November Nielsens give soap operas 
a higher average than games; film 
repeats did poorest of the three tvpes. 
Some 120 sponsored segments of 
soap operas earned an average of 



7,4: IW sponsored segments of 
games earned a 6.0 average, and 93 
film segments averaged 5.4. 

Both Clear Horizon and December 
Bride did not do as well as the aver- 
age for their type — and each faced 
an NBC TV game show with ratings 
that were well above the average for 
its type. 

The CBS TV switch to game shov\s 
in three time, periods will make its 
overall balance between games, soaps, 
and re-runs comparable to the two 
other networks. Before 1 p.m.. CBS 
TV will have four ganie-partieipation 
shows, five dramas, and two film re- 
runs. ABC TV has five games, three 
dramas, and one film re-run. HBC 
TV has the most games — six and 



three dramas and one film re-run. 

The new CBS T V d.*i\ time lineup 
v\ ill contain a solid Mock of game 
shows from 10:30 a.m. to noon. This 
v\ill compete against NBCIV^ morn- 
ing block of game show, which be- 
gins a half-hour earlier at 10 a. in. 
and lasts a half-hour later, until 
12:30 p.m. 

Hitherto CBS T\ bad unh one 
game-participation "■how. 1 idea J (7- 
luge. That was in it* morning sched- 
ule. The addition of three new game 
shows will make games rather than 
film re-runs the predominant CBS TV 
morning type. It will al-o introduce 
the first game show into CBS TV's 
afternoon schedule. 

I /'lease turn to page r> I ) 
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Battle of the games: CBS pits 3 new games against NBC's 





ABC-TV 


CBS-TV 


NBC-TV 


10:00 




1 Love Lucy 

(repl. Dec. Bride) 


SAY WHEN 


10:30 




VIDEO VILLAGE 


PLAY YOUR HUNCH 


11:00 


Morning Court 


DOUBLE EXPOSURE 

(repl. Lucy) 


PRICE IS RIGHT 


11:30 


Love That Bob 


SURPRISE PACKAGE 

(repl. Clear Horizon) 


CONCENTRATION 


12:00 


CAMOUFLAGE 


Love of Life 


TRUTH OR CONSEQUENCES 


12:30 


NUMBER PLEASE 


Search for Tomorrow 


It Could Be You 


1:00 


ABOUT FACES 


News; 




1:30 




World Turns 




2:00 


Day in Court 


FACE THE FACTS 

(repl. Full Circle) 


JAN MURRAY 


2:30 


Road to Reality 


Art Linkletter 


Loretta Young 


3:00 


Queen for a Day 


Millionaire 


Young Dr. Malone 


3:30 


WHO DO YOU TRUST? 


Verdict is Yours 


From these Roots 


4:00 


American Bandstand 


Brighter Day; Secret Storm 


Make Room for Daddy 


4:30 


American Bandstand 


Edge of Night 


Here's Hollywood 


Bold face: new CBS programing. BLOCK CAPITALS: GAME SHOWS, ALL NETWORKS. 



SPONSOR 



27 FEBRUARY 1%1 



37 




SUCCESSFUL PREMIUM — Expressing satisfaction with returns -from premium offer involving use of radio are (l) Robert N. Sullivan of 
Daniel F. Sullivan agency. Boston; S. Webster Eldridge, gen. sis. mgr., Snow Canning. Premium was reproduction of New England snow scene 



How Snow uses radio promotions 

^ Snow Canning and age 
to give their radio adver 

^ Promotion* include ]> 
tie-in with tin* movie 'Care 

I f there s one thing the F. 11. Snow 
Canning Co. and its agency, (lie 
Daniel F. .Sullivan Co. of Boston, be- 
lieve about radio, it'? this: 

The medium is more than juM a 
device to ail commercials. Its mer- 
chandising potential must never be 
overlooked. 

'l'be agency has probed into a lot 
of odd corner* looking for merchan- 
dising gimmicks for the various Snow 
brands (clam chowder and oilier 
New Fugland-ty pe food products! . 
Sonic have been along conventional 
lines others not. li\ and large, the 
agency lias found, radio has done a 
yeoman's job in giving advertising 



ney keep eye peeled for ideas 
tising an extra effectiveness 

rciniuin offer of a painting, 
•iisel,' admission to clambake 

that e\tra merchandising dimension. 
For example: 

The current radio campaign for 
Snow is having what the agency call* 
''phenomenal success.'' It stalled, 
ironically enough, through a print 
campaign, 

Suov\ Canning ran a seiies of ads 
depicting various New Fngland win- 
ter scenes under the theme, ''It's 
Snow Time." Almost at once, said 
the agency, requests began pouring 
in for the scenes shown. Not one to 
miss a good merchandising bet. the 
Sullivan people put into the works a 
premium ollci in the form of a large 
full-color reproduction of an original 



oil painting by Xew Fngland artist, 
Robert Wesson. The "It's Snow 
Time" theme was retained in the 22" 
by 32" print. 

The print v\as offered for SI plus 
two labels from any of Snow's food 
products. One of the purposes of the 
promotion was to introduce Snow's 
newest brand clams a la king, but 
it was also u-ed to boost sales of the 
established brands, too. 

Supporting the advertising of this 
premium in national magazines (a 
natural medium for this kind of pro- 
motion) was intensive radio adver- 
tising. The company's offer v\as 
heard over stations in the New York 
aiea. and in Portland. San Francis- 
co. Albany. Syracuse. .Miami and 
other markets. "With sales at an all- 
time high,'' reports an agency spokes- 
man, "Snow's is already considering 
raising the number of spots. ' 

The agency also noted that results 
of the offer were nowhere more sig- 
(I'lea.w turn to page 5 I ) 
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CAN YOU PLACE THESE FACES ? 



^The follow •jeiillciiien and ladies all oeenjn posi- 
tions of iiilluriire in our iiulnstr\ . Manx of llttuu are 
oflfn quoted in the Irailc press, make speeches lo trade 
groups. But most of them are seldom pictured. Two 



liaxc lent their mimes to adx ei li-hif* ajieneies. one is a 
film s\ udiratur. fixe are executives of important firms 
that adxertise on radio and tx. txxo are xxitli rep firms, 
one is a critic*, one a lx' x\ l iter, one a xxch executive. 




Drive by AAAA turned up facts on 600 tv spot campaigns. 



j ' mn ." 





TO PROVIDE factual background for talent union negotiations held in late fall, AAAA began in July I960 to bombard member and non-membe 
agencies with requests for information on all types of tv spot campaigns. 600 case histories developed by research proved invaluable in parley; 

PART TWO OF THREE PARTS 

SAG, AFTRA, AND TV AD COST 



^ Pari II of special report on one of lv"s most 
misunderstood problems describes 1960 negotiations 

^ Though only unions, networks, and film producers 
signed contracts, agencies provided data on tv spot 



he I960 negotiation* which set 
the pattern for union talent prices 
for tire next three years (to 15 Ao- 
v ember 106.51 were easily the most 
complex which the imlusln has ever 
known. 

Thin involved more unions, more 
contracts, more people, more ililTercnl 



interests, ami more exhaustive prepa- 
ration h\ advei timers and agencies, 
as well as. ultimately more compli- 
cated schedule? and scales. 

The decision of the two unions. 
S \C and AFTIvA to negotiate jointh 
for the first time, on all matters in- 
volving tv commercials vva» a major 



An important story 
told in three parts 

PART I (issue of 20 Feb.) described 
"Background for Understanding" the 
complex problem of tv talent costs 

PART II (this issue) tells hDw I960- 
1963 SAG-AFTRA contracts were ne- 
gotiated, and summarizes results 

PART III (issue of 6 March) asks "Is 
there a better way?" and describes 
proposals for changing negotiations 



10 
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factor in producing this eoniplexit y, 
and unquestionably the most signifi- 
cant influence on the results of the 
negotiation. 

I'm ionsly, S \G had negotiated a 
contrnet for talent in film commer- 
cials in the spring of 1958, AFTRA 
a contract for live and tape commer- 
cials in the fall of the same vear. 
And there were substantial differences 
in the pay scales of the two contracts. 

This is a fact of paramount impor- 
tance in understanding what hap- 
pened during the 19f>0 negotiations. 

SAG talent, working in film com- 
mercials, was on a scale some 3.5 ^ 
lower than AFTRA talent working in 
tape and live spots, and the goal of 
the two unions, in announcing that 
they would negotiate jointly, was 
"Paritv — and more." 

SAG was also especially unhappy 
J ahout their scale of '"repayments" to 
I talent appearing in commercials, and 
was prepared to fight for more gen- 
erous terms for repeated spots. 

The general SAG-AFTRA objec- 
tives were known in the trade by 1 
July (the SAG contract was extended 
to 15 November to coincide with the 
AFTRA deal) and all hands began 
| preparation for the parlexs. 

As explained, in our previous arti- 
I cle. the only "signers" of the codes, 
and technically the onh negotiators 
were the unions, the networks and 
the film producers. But traditionally, 
the burden of preparing the ca*e for 
{ the codes and contracts covering tv 

S commercials, has fallen on an adver- 
tising agency group, and in 1960 
this burden was a heavv one. 

At the AAAA. the associations 
Committee on Tv and Radio Adminis- 
tration which includes a number of 
agency experts on union negotiations, 
headed hv chairman I)a\id Miller of 
\XR and John F. Devine of J. Walter 
Thompson immediately set up a spe- 
cial committee of "'Ajrencv Observ- 
es." 

s Because of the extreme pressure 

' and heavy physical demands of the 
oh it was decided to give the post 

• d chairman of this group to Stanle\ 
J lesent. a brilliant \oung Y&R at- 
orne\ who was freed full-time for the 

; iroject. 

Plesent and his committee began 
vork in July, and by October were 
evoting a succession of 16 hour davs 



to preparing the agency -advertiser 
case. (Few people even in the indus- 
try realize what si/cable donations of 
high le\el lime and talent a handful 
of agencies make at the time of union 
negotiations.) 

l'lesent s committee determined on 
a major program of "economic re- 




search.'" designed to provide, a profile 
of the tv commercials business which 
would senc as background in the 
negotiations. 

Karly in the -iiiiiiiht, an A \ \A 
group, headed hv staff-member Doro- 
thy Copeland who has worked on 
talent union matters for the \ssoein- 



TIIOUGII classed as "observ- 
ers"' a special ngency committee, 
headed by Stanley l'lesent of 
Y&H [I.), aided by a statistical 
committee ["Human i'liiracs") 
filled a bey role in the nego- 
tiations for 1960-1963 SAG- 
AFTIi I contracts covering costs 
of network and spot tr commer- 
cials. Agency group supplied 
facts to nets and film producers. 



Agency "observers" played big part 



RAYMOND GIRARDIN, N. W. Ayer 



JULIAN GRACE, W. B. Doner (Detroit) 



BENJAMIN HOLME, McCann-Erickson 
*JANE McNAMARA, asst. 



EDWIN MARSHALL, BBDO 
*MIMI KOLBERG, asst. 



STANLEY PLESENT, Young & Rubicam 
*JULIAN ARMISTEAD, asst. 
*JIM O'CONNOR, asst. 



*MARI0N PRESTON, J. Walter Thompson 
*EVELYN PASQUIER, asst. 



HAROLD SAZ, Ted Bates 
STEPHANIE BLAINE, asst. 



WILLIAM SCHNEIDER, Benton & Bowles 
BERNARD EHLERS, asst. 



LEWIS TITTERTON, Compton 
MARGE IRWIN, asst. 



LESLIE TOMALIN, Ogilvy, Benson & Mather 



RICHARD ZIMBERT, Leo Burnett 



*"llumau Univacs" 
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tion since 1951, began bombarding 
l>oth A AAA and non-AAAA agencies 
with requests for detailed in formation 
on how they used talent in tv com- 
mcreials. 

The que>tions asked involved prac- 
tices and problems under the existing 
code, data on dollar payments, sug- 
gestions for rode revisions to elimi- 
nate inequities, as well as numerous 
breakdowns on the number of per- 
former? used and the way in which 
they were u^cd. 

Replies to the committees numer- 
ous questionnaires came in from 
agencies representing 90' '< of all tv 
business, and were carefully assessed 
and tabulated. 

The most spectacular of the Com- 
mittee s efforts, however, and the one 
which ultimately proved most useful 
in the negotiations, was the collection 
of 600 case histories of spot tv cam- 
paigns. 

These covered all types of adver- 
tisers — national, regional, and local — 



from all parts of the country, and 
showed in specific detail the kind, 
number and type of talent employed, 
the markets used, and the number of 
times spots were repeated. 

To analyze and tabulate these case 
histories* the Agency Observers? set up 
a special statistical committee, which 
later became affectionately known as 
the "Human Univacs." (see box) 
Much of the work of these agency 
statistical experts was done during 
the negotiations on the Y&R com- 
puter. 

W hen the actual collective bargain- 
ing on the SAG-AFTKA contracts got 
under way in late October, the lineup 
of chief negotiators looked like this: 
AFTRA: Donald Conaway, exec. sec. 

Mort Recker. Atty. 
SAG: Jack Dales, exec. sec. 
t c Chester Migden. Atty. 
NBG-: Richard Freund 
CBS: William Fitts 
XBC : George Fuchs 
Film Producers Assn. 



1960 NEGOTIATIONS COMPLEX 

Last full's talent union negotiations uere the most complex which 
have ever been held in, the radio/ television advertising field 



1 



MORE UNIONS. For the first time, SAG (Screen Actors Guild) 
and AFTRA (American Federation of Television and Radio Art- 
ists) negotiated jointly with nets, film producers on contracts. 



2 



MORE CONTRACTS. Contracts negotiated included film, tape, 
live covering network and spot, both sponsored and sustaining 
for a wide variety of actors, announcers, other performers. 



3 



MORE VIEWPOINTS. At the bargaining table, more viewpoints 
and interests were represented than ever before — unions, net- 
works, film and tape producers, agencies, and advertisers. 



4 



MORE AGENCY-ADVERTISER PARTICIPATION. Though not 
signers of union contracts, more agency men and advertisers 
were observers or close to negotiations than at any other time. 



5 



MORE FACTUAL DATA. 4As committee collected vast store of 
information from member and non-member agencies. More 
than 600 case histories of tv spot campaigns carefully analyzed. 



Irving Cbeskin, sec. 
Herbert Bernstein, atty. 

In addition to these, the unions, 
networks and film producers each 
had a number of other representativ es 
who sat in or took part in the nego- 
tiations from time to time. 

The position of the Agency Ob- 
server Committee, while technically 
"unofficial" since neither agencies or 
advertisers sign union contracts, was, 
in point of fact, that of actual nego- 
tiators in terms of those contracts 
which dealt w ith tv commercials. 

Agency observers sat at the bargain 
tables and took a substantial part in 
the discussions. Though, as we shall 
see later, the ultimate "voice" for the 
employers view-point was the net- 
works, and particularly William Fitts 
of CRS. agency participation was in- 
tense. 

Also, for the first time, a special 
12-man committee of the AXA. head- 
ed , by Howard Faton of Lever 
Brothers, was appointed to meet with 
the agency group, and lend its sup- 
port and comments on their position 

An AXA observer at times sat in 
on the negotiations themselves. 

It should be emphasized here, how- 
ever, that the whole SAG-AFTRA 
package involved many different con. 
tracts in which the agencies and ad- 
vertisers had no interest, contracts for 
sustaining talent, staff announcers, 
live programs etc. 

Also, it is well to remember two 
other basic points about these nego- 
tiations : 

1 ) "A'o deal till all contracts are 
agreed on." This is the traditional 
way in which the industry's union 
negotiations have been conducted and 
in I960 the formula undoubtedly had 
some effect on the final outcome. 

2) To strike or to lake a strike is 
the only "ultimate'' bargaining ireap- 
on. At some point in any labor nego- 
tiation these are the decisions to he 
faced by unions and by employer; 
A negotiator for cither side lacks re, 
stature, unless he is prepared to ta 
the consequences of a firm stand. 

But to return to that part of th 
1960 bargaining which directly af 
fectcd the cost of talent in tv com 
mercials. 

The agencv Observativc Committee 
took the position from the beginning 
that the 10^i' of the tv commercials 
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business which is in tape, should not 
he allowed to dictate fees for the 
90' < of the business which is on film. 
This, of course was an answer to 
the SVG demand for "parit)'' with 
Al'TKA rates. 

To hold thi> line, however, proved 
all hut impossible in actual negotia- 
tions. The final codes show a parity 
between the SAG-AFTRA rates, hut 
from the agencies \ie\\ point the 10' J - 
90 r < argument may have pre\ented 
a breakthrough beyond the Al'TKA 
level. 

The most complex, most bitterly 
fought, and technically most difficult 
struggles of the bargaining se>sions 
revolved, as might have been ex- 
pected, around these points: 

1. Payments to pay talent for the 
number of limes a commercial is 
used, 

2. Payments to talent for the num- 
\ber of cilies in which a commercial 
is used. 

The unions came into the negotia- 
tions with proposals for formulas 
which would have pegged talent 
prices as a percentage of time costs 
for each and every spot or network 
station use by an advertiser. 

These proposals broke down when 
the agencies pointed out that the 
sheer physical book-keeping burden 
lof such an arrangement made it ab- 
solutely out of the question. 

Rut the SAG-AFTRA approach to 
[commercials can be generally de- 
scribed as a "Pay for Each Plav" 
lattitude, and the schedules as finally 
[agreed on reflect, to a degree, this 
jnion philosophy. 

On their part, the unions justify 
their stand with the argument that 
;\cept for the mechanical use of film 
)r tape, each commercial would re- 
huire a live performer, paid for each 
performance. 

To see just how the 1960 negotia- 
ions were affected by the union de- 
Inands. let's examine just one cate- 
liorv of commercials — "Wild Spots." 

"Wild spots" in talent union terms" 
lire film or tape commercials used on 
Im-interconnected stations, and inde- 
pendently of programs. (Spots used 
In network or local syndicated pro- 
trams are termed "program com- 
mercials" for which different rates 

§§*ly,) 

I Please turn to page 56) 




SHAKESPEARE'S King Richard II is prepared for 1940 tv cameras by (far left) producer 
Peter Dews and (far right) director Michael Hayes. This is the first episode in 15-part 'An Age 
of Kings', produced by BBC sponsored by Esso on WNEW-TV, N. Y.. and WTTG, Washington 



BORED WITH THE BARD? 
NOT THESE U.S. VIEWERS 



^^tandard Oil Company (New* Jer- 
sey) has proved again that there's an 
audience for adult programing. Last 
season it took over XTA's The Play 
of the Week when other sponsors 
lagged in supporting it. This season, 
with its sponsorship of An Age of 
Kings over WNEW-TV, New York, 
and WTTG, Washington, it has 
proved that the American public is 
not bored with the Rard. 

The series of Shakespeare plays 
chronicling the rise and fall of seven 
monarch* from Richard II through 
three Henries and two Edwards to 
Richard III, produced by the British 
Broadcasting Company, is pulling the 
highest rating among independent 
New York tv stations in its Tuesday 
night 8-9:15 spot— averaging quarter 
hour ratings of from 6.2 to 7.1 (Ar- 
bitron). It is also shown Sundays 
in New York from 10-11:15 p.m. 

The Metropolitan Broadcasting out- 
lets have been offering an illustrated 
booklet prepared in connection with 
the series. The response has been so 
tremendous that a first printing of 
100.000 copies has been exhausted 
and a second printing is being dis- 
tributed — and the offer was an- 
nounced only in mid-January. Stand- 



ard Oil estimates the promotion cam- 
paign in connection with the series 
will cost -in excess of SI 50,000." 

In its booklet and television mes- 
sage 1 ;. Standard Oil (through Mc- 
Cann-Eiickson I roemphasizes its pol- 
icy of "'hands off" of program con- 
tent, casting and production tech- 
niques. "These plays (should) be 
presented," said the firm's president. 
M. J. Rathbone, "as the farsighted 
producer and capable cast of English 
actors believe they should be. 

"The program's primary aim is to 
help satisfy the taste of many people 
for classic drama; to take a definite 
step forward in providing intelligent, 
cultural programs on television. Tn 
addition."' he said, "it is hoped that 
this Shake>peare series will be inter- 
erting and helpful to high school and 
college students of English literature, 
drama and history." 

The "o\ erw helming response" to 
the booklet offer by Washington and 
\ew York colleges, high schools and 
libraries ha* been "one of the most 
heartening a.-pects of the >eries,'" ac- 
cording to a Metropolitan spokesman. 
He noted that New York's Hoard of 
Education had sent a circular to its 
{Please turn to page 58) 
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George Irwin 



Regis Cordic 

Here are a few of 
the Quaker d.j.'s 

MORE THAN 200 DEEJAYS in 

radio stations throughout the 
country impressed Quaker 
State by the manner in which 
they handled the premium oil 
copy and "sold" their listen- 
ers. A few of the men are 
shown here: from Detroit, 
Fred Wolf, WXYZ and J. P. 
McCarthy, WJR; Carl De Suze, 
WBZ, Boston; George Irwin, 
KFJZ, Fort Worth; Regis Cor- 
dic, KDKA, Pittsburgh; and 
Pete Smyth, KOA, Denver. 




Fred Wolf 



Pete Smyth 



J. P. McCarthy 




QUAKER OIL 

# Quaker State wild tested 
ll.j. personality appeal sell 
last year, >vill do it a<jain 

W Premium oil maker after 
four-year net radio buy now 
sold on d.j. popularity pull 



I li is spring. Quaker State, the 
half-century old Pennsylvania oil 
company, will, once again, coast 
along on the popularity wave of some 
200 local radio personalities. The 
venerable premium oil concern made 
the switchover to this personal appeal 
type of selling, last year, after four 
years with net. 

The reasoning here, according to 
Kenyon & Eckhardt. Quaker's agency 
of 28 years: the loyalty evidenced 
for the personality by his well en- 
trenched fan following, would add 
considerable weight to the Quaker 
message. 

This new approach which had its 
trial inn last spring in over 100 of 
the nation's top markets, aside from 
serving as a device for acquainting 
motorists with the merits of the 
product — -and telling them where 
they can buy it — proved successful 
in other way*, according to K&E's 
account executive, Jack Keeshan. 

For one thing, it turned out to be 
a strong contributory force in open- 
ing ii]) new outlets, and. for another, 
potent in strengthening existing dis- 
tributor-dealer relationships. As an 
extra bonus, it created a bit of sales 
stimulating excitement among the 
company's sales team, right on their 
own home grounds. 

Quaker Slate Oil Refining Cor- 
poration of Oil Cit\. an organization 
which de\ eloped 50 \ears ago from 
the consolidation of a number of 
small Pennsylvania oil refining com- 
panies, was one of the first to put 
out a premium motor oil. For many 
yeais (up until only five years ago, 
as a matter of fart, when Quaker 
took its first radio flight), the coin- 
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GETS D.J. IMPACT ON RADIO 



pany told ils product story via con- 
sumer magazines. 

Willi the growing market invasion 
of oilier premium motor oils over the 
past decade. however, In companies 
who unlike Quaker, had their own 
retail outlets, the Pennsylvania outfit 
was forced to reevaluate its market 
status. 1 lie result was Quaker's first 
fling into radio, five years ago, as a 
booster to its heavy print ads. 

The huv: Mulual's baseball Game 
of the Day. and, in the \ew York 
mclro area. Frank Frischs sports 
wrap-up. Friscli. who served as some- 
thing of an ambassador for the oil 
film, according to a -Mutual spokes- 
man, attended company sale? meet- 
ings. 

The Mutual affiliate campaign 
which lasted four years, supple- 
mented — and complemented — the 
colorful ads to which Quaker, even 
now. allocates more than half of 
its ad budget. 

The radio sales pitch, slanted to 
the iii-ear listener, in general backed 
up the print ads. It emphasized the 
Quaker State symbol played up in 
the slicks like Saturday Evening Post, 
Life, Look, and projected the rec- 
ommendation to "look for the green 
and while stamp." etc. 

Re-vamped to tie in with liolidav 



motor jaunts, the copy varied from 
musical jingle to li\e announcements. 

The Mutual network campaign, 
which SI'ONSott estimates cost Quaker 
around $200,000 ;i year for ils May 

10 September run. helped preserve 
the Quaker brand image at a lime 
when more and more top-premium 
motor oils were beginning to appear 
like so many packaged soaps. 

Although company and agenev of- 
ficials are not about to pill point the 

011 makers grow th w ithin recent years 
wholly lo radio, thev aie quick to ad 
mit thai during this time, sales have 
increased '"and going up every year," 
and distribution has broadened. 
I Quaker distributes to new car deal- 
ers, and independent garages and 
sei v ice stations.) 

Quaker's 1961 radio push is sched- 
uled lo follow previous patterns of 
wooing the motoring public during 
high traffic and vacation times. And. 
like last year, the local radio per- 
sonality will tell bis faithful flock of 
listeners where — and win they should 
treat their cars lo Quaker's Super 
lilend. Realizing the value of the 
personality's ad-lib ability— the an- 
nouncers stock-in-trade. Quaker will, 
once again, give the radio man a free 
(more or lcssl rein in delivering the 
message. 



1 be sehvtiou of radio -tations, ac- 
cording lo the Quaker's ad manager 
Arthur S. Blank, is determined by 
( 1 I the best electronic facilities (ov- 
erage of each market according to 
reach of signal: and l2i the best 
local station aud/oi personality ac- 
cording to ratings. 

What Quaker asks in the way of 
merchandising tie-ins from the sta- 
tions in vaAi marketing area: (11 
dealer calls: In a task force of Ma- 
lion personality, promotion men; 
(2) Tie-in contest: last year, the Ma- 
lions bought by Quaker Stale ran a 
tune-ill contesi which tied-in with the 
then current copy which advised lis- 
teners lo call Western Union opera- 
tor number 2.1 for the name of the 
nearest Quaker Stale dealer. The con- 
test proved successful, creating lis- 
tener awareness of [he premium mo- 
tor oil: I 3 I mailers: the station pro- 
motion department did a special 
mailing featuring the station tie-in 
and highlighting the Quaker State 
emblem, l'oini of sale material was 
also distributed by the participating 
radio stations. 

\ similar show of merchandising 
will be expected from stations bought 
by Quaker State for lhi= year's pro- 
motion. 



Fan following a reason for d.j. choice 

CASHING II\ on the persuasive selling power oj the local 
deejayer was one strong reason for Quaker State's agency. 
Kenyan A Eckhardt to switchover to the personality appeal 
type oj salesmanship, last spring, according to account ex- 
ecutive. Jack Keeshan. The new approach also served as a 
successful means for strengthening distributor-dealer rela- 
tions and itas instrumental in opening the way for the 
establishment of new dealer outlets. Buys are made on 
high-powered stations in the top 100 markets. The selections 
are also determined, in part, by evidence of good coverage. 




JACK KEESHAN 
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As ad budgets tighten, SPONSOR ASKS: 



Should syndicators concentrate 
on sales to stations or clients? 



Richard B. Morros, president, Richard 
H. Morros, Inc., New York 

The question that is* raised has 
many possible answers. Hie answer 
thai 1 feel is most pertinent stems 
from the fact that more new innova- 
tions insofar as programing have 
started on the local le\ el than at the 
network lei el. The reasons of eco- 
nomics being oh\ ions. There is 




Trend today is 
to/card film 
programing 
that is locally 
slanted 



natural!) a closer rapport between a 
local ad\ertiser (the principal not 
necessarily just the agency) and the 
station. Having the advantage of the 
relationship plus the fact that the 
advertiser and the station are direct- 
ly responsible to the local commu- 
nity and reactions are felt almost im- 
mediately. 1 he excitement of "some- 
tiling new" is much more important 
locally than a national advertiser do- 
ing something of a comparable na- 
ture on a more expensive national 
level. 

The mere fact that a national eli- 
ent would not buy "X Program" cer- 
tainlv does not mean that it is not 
the right v ehicle for telev ision. The 
day is not loo far when there v\ill be 
a definite line of demarcation be- 
tween network programing and lo- 
cal programing as activities in Wash- 
ington have awakened the industry 
to public service and public informa- 
tion national!) as well as locally. 
The networks have immediately ac- 
tivated their public serv iee depart- 
ments. The local stations, each act- 
ing as their market warrants, are 
Striving to do the same. The role of 
the sv ndicatoi has to be one of crea- 
tivity and ingenuity to fill the needs 
of stations. To continue producing 
and distributing programs identical 



to programs on the network is only 
repetition and certainly not helping 
the stations fill the voids that exist. 

As a telev ision produeer as well as 
distributor of programs not typical 
of formula programing, I find it to 
my advantage to deal both with ad 
ageneies as well as stations. There 
are also oeeasions when dealing with 
a station rep is judicious. Currently, 
we are distributing the Tyrone Guth- 
rie Production of Gilbert & Sullivan's 
(I. M.S. Pinafore, and have been most 
successful in direet station selling. 
With our future productions such 
as Let's Talk About. Great Men, 
and others of equally high caliber, 
we will create a sales poliev in tune 
with the needs of the industry. The 
ever growing foreign market, in 
terms of ad agency aetivity and new- 
ly formed stations bears serious in- 
vestigation to formulate sales policy. 
Hut the important point is that, re- 
gardless of type of sale, both creative 
selling and creative programing are 
necessary. 

Al Borax, director of television, King 
Features Syndicate-TV, New York 

The route to take has everything 
to do with what it is vou're travel- 
ling with. That very specific show 
vou're hawking . 

There are needs to be filled . . . 
an agency with a sponsor whose need 

V } on can't 

generalize ; 
depends on 
specific show 
< * w "*'" you're hanking 



is regional and specific to air age 
group and a time period . . . and 
inevitably a budget, inev itablv lim- 
ited ... A station with odd sections 
of time slots to be rounded out finds 
a three and a half minute film pres- 
entation the answer to its call. A 
svndicator finding himself in the 



glorious position of having product 
so desirable finds the choice is hap- 
pily all his. The basie rules of sim- 
ple business economy set in and the 
high cost of market to market sell- 
ing is found wanting if it is to he 
weighed against the ultimate value of 
an agency regional sale indicating a 
gross, which has a good deal of net 
about it. 

Our new Pope ye series went the 
station route in a rather quick and 
highlv successful series of station 
group sales. There were absolutely 
no agenev sales involved and yet our 
selling eosts were modest. This was, 
perhaps, the exception rather than 
the rule and might be attributed to 
the fact that our show, well produeed 
and utilizing an extremely well 
known character, within the frame- 
work of updated, modern story pat- 
terns, was highly desirable at the 
time we ehose to release it. 

The second property out of the 
King Features Sv ndicate-TV shop, an 
animated show for the entire family 
entitled Samson Scrap and Delilah. 
is a strong contender for this year's 
Academy Award in the short subject 
field. There is a possibility that the 
route to market on Samson will take 
ns through ageney regionals as well 
as individual stations. 

Our piece de resistance is a half- 
hoiir all-star animated trilogy star- 
ring Uarriman's famous Krazy Rat. 
Harney Google and the present day 
all time record breaker. Beetle Bai- 
ley . . . Speaking of routes — our 
sights are on prime time and net- 
work. 

The route? It's a matter of aes- 
thetics of greenery. 

Arthur Kerman, president. Governor 
TV Attractions. Inc.. Yew York 

Regarding the question as to 
whether il is preferable to sell to ad- 
vertising agencies or tv stations, it is 
niv feeling that this is entirely de- 
pendent upon the type of film being 
offered. 

I Please turn to page r>l>) 
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TIE IN WITH WTVT 
TAMPA-ST. PETERSBURG 

Now 29th in Gasoline 
Station Sales* 




Reminder: Station WTVT 
dominates the Tampa Bay 
area, where yearly gasoline 
service station sales in the 
Metro area now total . . . 

$71,268,000 



SHARE OF AUDIENCE 43.3^ 

Latest ARB 9:00 A.M. - Midnight 

CHECK THE TOP 50 SHOWS! 



WTVT 

Station B 
Station C 



34 
15 



NIELSEN 

WTVT 
Station B 
Station C 



38 
12 
0 



A.R.B., Tampa -St. Petersburg Metro Area, Nov., 1960, 2-«veek summary. 
N.S.I.. Tampa - St. Petersburg Metro Area, Dec. 1960, 4-week average . 



* Copr. 1960, Sales Management Survey of Buying Power, further reproduction not licensed. 



YES, IT PAYS TO TIE IN WITH 



WTVT 
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STATION ON THE MOVE IN THE MARKET ON THE MOVE 
TAMPA-ST. PETERSBURG 

THE WKY TELEVISION SYSTEM, INC. WKY TV YVKY-RADIO* Oklahoma City Represented by the Kat: Agency 
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RADIO BASICS /MARCH 



& figures about radio today 

1. CURRENT RADIO DIMENSIONS 



Radio homes index 
1960 1959 



50.1 
radio 
homes 




49.5 
radio 
homes 



Source: 1 Jan. 1960. SPONSOR: 1 Mar. 
1959. A. C. Nielsen; homes figures In millions 



Radio set index 





Radi 


o station 


index 




End 


of January 


1961 




Stations 


CP's not 


New station 




on air 


on air 


requests 


Am 


1 3,552 


1 128 


1 622 1 


Fm 


1 829 


1 204 


1 73 1 



End of January 1960 

1. 158 I 78 I 55 
682 | 161 | 7 

Source: FCC monthly reports, eomniercial stations. 'December. 

Radio set sales index 



52.0 


51.4 


Am 


I 3. 158 | 


78 




U.S. homes 


U.S. homes 


Fm 


1 682 | 


161 


| "I 1 



Set 

location 



Home 
Auto 
Public 
places 

Total 



1960 



1959 



106,007,095 98.300.000 
40,387,449 37.900,000 

Kl.000.000* 10,000,000* 



156,394,514 146,200,000 



Source: R\rt. 1 Jan. 1960. 1 Jan. IMS. 
sets In working order. "No current Information. 



Type 



Home 
Auto 



Dec. 1960 



Dec. 1959 



2,217.1 19 1.755,027 
520,907 581.378 



12 months 
1960 



10.705.128 8.897,451 
6,432,212 5.555.155 



2,738,056 2,336,405 17.137.310 11,152.606 



Total 

Source: Electronic Industries Assn Home figure* are estimated retail sales, auto 
ficuies are factory production These figures arc of L'.S production only, Radios lc 
phonographs add another 15-20^ to home sales figures. Figures are subject to change. 



2. CURRENT SALES PATTERNS 

Radio set production and sales, by months, 1960 

IllllllllllllllilllllllllllllllllllllllllllllllllUIIIW^ 



MONTH 


AUTO SET PRODUCTION 


HOME SET RETAIL SALES 


TOTAL HOME AND AUTO* 




January 


632. 461 


803.3r"8 


1,435,849 




Frbrn tirv 


596.872 


611.179 


1 208,351 




Marrb 


633.7(i 1 


(>(> 1.141 


1,298,202 




April 


399,963 


517,839 


947,802 




Mar 


163,165 


518.322 


1,011,487 




Junr 


596.870 


702.889 


1,299,759 


9 


J"h 


328.009 


573.363 


901,372 




An gust 


3 10.860 


791.608 


1,135,458 




St'pl fin bar 


788.961 


1.102.092 


1,891,053 




Oclobrr 


639.357 


1.036.333 


1,675,690 




tSiti'f'utht'r 


191.026 


1.103.223 


1,594,251 


'III 
*tt INI 


Irrraiiiltrr 


520.907 


2.217.1 19 


2,738,056 




I960 TOTALS 


6.132.212 


10.705.128 


17.137.;} 10 




Source . Kti'rtnniic lnclu.-trtf- Mmc 


'Totals arc aulo St'l production flllil 


home set sales. 







"illinium nun nun 



mi' mm iiiiiiiiiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiniiiiiin iiiiiiiiiiiiiiiiniiiiiiiii niiiiniiiiiiiiiiiiiiiiiiiiiiiiiiiinniiii mum m iiuiiiiiiiiiiii 
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BIG AGGIE PICKS UP ALL FIVE 



Omt 16,000 howler- from these five stales pin- Wji niing will 
participate in \\ \A\-5T0'- twolfeth annual howling tourna- 
ment. It's the biggest regional howling tournament sporuoml 
b\ any radio station. TM* seat'- prize- will lie an e-tini ik il 
S 10.000. 

The entrants from the.-e >ix Mates indicate V. \ \\-570'« w ide 
coverage area an area in which there are 2' 1 million people 



spending .i-hrHiuii dollars each vear. \nd HO 1 ^ of 



people 



Iia'en to \\ \ W570 three to -even lime- a week. Tig \ggie 
delivers the lii-tewrs Iowa, \l inne-ota. \chra-^a aid North 
and >ivulli Dakota. 

Bowling or broadcasting- \\ \ W-.S70 ha- the pr< m itionj] 
know-how and the coverage to produce re-tut*. 



WNAX-570 CBS RADIO 



PROGRAMMING FOR ADULTS OF ALL AGES 

PEOPLES BROADCASTING CORPORATION 
Sioux City, towo Yonklon, South Dokoto 

Reprvtented by Kotx 



PEOPLES BROADCASTING 

CORPORATION 
WNAX, Yont'on, S. Dok 
KVTV. S'Ou« City, lowo 
WGAR, CI«vWond, Ohio 
WRfD. Columbia 

Worthtnglon. OniO 
WITM. Trenton. N J 
WMMN. Fo.rmonl W Vo. 
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in Toledo 

WSPD — number one by 
every audience measure- 
ment — Hooper, Pulse, 
Nielsen. Alive 24 hours a 
day with effective pro- 
gramming and talent to 
bolster your sales. More 
national and local adver- 
tisers than any other 
Toledo station. 

annual food sales in 
W'SPD's circulation area 

Ijct a Katz Representative help 
yo\i select the most persuasive 
times. 

WSPD-Radio 

NBC-TOLEDO 



? 



a STORER station 



National Sales Offices: 



625 Madison Ave., N.Y. 22 
230 N. Michigan Ave., Chicago 1 
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National and regional buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

S. C. Johnson, Inc., Racine, Wis.: Expanding its market list for 
Holiday car polish as the warm-weather months approach. Follow- 
ing the schedules starting late this month for 17 weeks, new place- 
ments will begin 13 April for li weeks. About 25 markets will get 
fringe night minutes to reach a male audience. Buyer: ltita Hall. 
Agency : Foote, Cone & Belding, Inc., Chicago. 

Quaker Oats Co., Chicago: Campaign for its Aunt Jemima Easy 
Mixes starts C March in about 15 markets. Schedules are for five 
weeks using daytime and fringe night minutes, five to 10 per week 
per market. Buyer: June Kemper. Agency: John \V. Shaw Adv., 
Chicago. 

National Biscuit Co., New York: Schedules on Nabisco 100% 
Bran begin 1 March in the top markets. Six week schedules are being 
bought, carl) and late night minute* in and around news shows. Buy- 
er: Lucy Kerwin. Agency: Kenyon & Eckhardt, Inc.. New York. 

Chesebrough-Pond's, Inc., New York: Currently testing Actin, a 
new cough remedy, in a fairly large number of markets. Schedules 
of day and late night minutes have been set to run through the win- 
ter months. Buyer: Dick Brown. Agency: Compton Adv., Inc.. 
New York. 

Waterman-Bic Pen Co., Inc., Seymour. Conn.: Fairly heavy 
schedules begin this month in eight eastern markets, following its 
successful test use of tv last fall. Placements are for day and night 
minutes to reach a family audience. Buyer: Paul Heardon. Agency: 
Ted Bates & Co.. New York. 

Shulton, Inc., New York: New test schedules for Good-Aire room 
deodorizer start this month in a small number of markets. Day and 
fringe minutes are placed for nine weeks. Bmer: Flora DcBenedetto. 
Agency: Balph Alluni Co., Inc.. New York. 



RADIO BUYS 

Delmonico Foods, Inc., Cincinati: Going into 10-15 markets with 
schedules for its food products. Moderate frequencies of day min- 
utes start 15 March for 13 weeks. Agenc) : Leonard M. Sive & Asso- 
ciates. Inc.. Cincinnati. 

Nitrogen Div. of Allied Chemical Corp., New ^ork: Buying a 
select group of markets to start mid-March for its farm products. 
Traffic and day minutes will be scheduled through Jul)'. Buyer: Arch 
Crawford. Agency: Albert Svduey Nobel Adv.. New York. 

Purolator Products, Inc., Kaliwa), N. J.: Campaign for Purolator 
oil. air and fuel filters starts f> March in a number of top markets. 
Schedules of traffic minutes are being used, about 15 spots per week 
per market. Btner: Helen Davis. Agency: J. Walter Thompson Co., 
New York. 
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CREATIVITY 



. . wfmy-tv creates 
sales in the nation's 44th market 



Creativity . . . someone's artistic ability 
produced this handsome leather saddle. 
Creativity . . . WFMY-TV's proven ability 
to create greater sales and profits for you, 
in the Industrial Piedmont. 



Sell the nation's 44th market* (44 counties, 
17 cities) . . . where 2.8 million customers 
have 3.2 billion dollars to spend . . . for 
complete details call your H-R-P rep today! 

♦ Source: Television Magazine, 1960 Data Book 
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in Pittsburgh 

take TAE 
and see 

how to really 
fire up sales 

TV advertising can best fire 
up sales by reaching the 
most people at the least cost. 
If we sound a bit obvious, 
may we respectfully suggest 
that you check the changed 
TV picture in Pittsburgh, 
both in homes reached and 
cost perthousand. Your Katz 
man will be delighted to sup- 
ply the facts about WTAE's 
rise to dominance in the 
Pittsburgh market. 



BASIC ABC IN PITTSBURGH 




>2 



SPOT CARRIERS 

< Continued front page 36) 

ABC TV. the undisputed founding 
father (if the 60-minute participation 
adventure or western show, will tell 
\ou it was a mailer of survival. At 
one time, when ABC didn't own any 
shows, sponsors would put a half 
hour eomedy or western on the net- 
work and when it got hot, pull it out 
and put it on CBS or XBC where sta- 
tion lineups were much greater. 
ABC's natural course was lo begin 
controlling its programing, and that's 
just what it did. vis-a-vis the Warner 
Bros, and Diinej shows produced 
exclusive!) for ABC. 

\gencies. on the oilier hand, will 
tell jmi thai, when share of audience 
began lo level off, so that it was 
fairly equal among the three net- 
works, advertisers had to "spot" 
their bu\s on network tv to reach the 
greatest percentage of audience. 
"iNetwoi'k had to take on the aspects 
of spot in order lo survive," said a 
spokesman of an agency that places 
heavy network participation advertis- 
ing. 

There are many reasons win the 
participation buy has become so 
popular. Among these are: 

• Flexibility — An advertiser can 
spread his budget around on all the 
networks, in various time periods, 
and in popular shows. 

• Less risk- If a show flops 
chances are the advertisers will also 
have monev backing several other 
series, or, his investment in the flop 
wouldn't be terribly heavy. From 
the network standpoint, should an 
advertiser pull his monev out of a 
show, the loss isn't shattering, and 
the chances are I lie spots could be 
resold with ease. 

• Chance for low budget advertis- 
ers to enter network — Nighttime net- 
work t\ was a "'prohibitive medium" 
to ihe low -budgeted advertiser just a 
few years ago. 

• \'ew money for tv- In the past, 
when a heavy advertiser was hacking 
one or two programs a week, his 
left-over budget was usually loo 
small for am additional tv. so he put 
it into other media. Now he can 
turn around and bin additional 
nighttime network t\ participation?. 

Win. then, doesn t everybody give 
up full sponsorship and go into par- 
I ioipation.-? One major reason is 
thai with participations an advertiser 
must saciifice sponsor identification. 



\nd be must give up the chance for 
his star to deliver his commercials. 

Some advertisers consider this too 
great a sacrifice. A major reason 
why General Foods continues lo buy 
programs is thai it can billboard 
I he show and the stars all over the 
country, and have its stars (Danny 
Thomas. Gertrude Berg. Andy Grif- 
fith) deliver its pitches. 

The term full-sponsorship ha« be- 
come more and more of an ambigu- 
ous one. anywav. DuPont. for exam- 
ple, can be considered a full sponsor 
of its projected hour on NBC TV 
next fall, and yet it bought the hour 
as an umbrella lo advertise its vari- 
ous and diversified products. P&G. 
General Foods and several others 
maintain the same practice. 

General Foods' recent deal with 
CBS calls for a three-year control of 
the Andy Griffith, Danny Thomas 
and Freshman time periods, with the 
right of cancellation of the programs 
and the right to substitute other 
shows in the lime slots. 

The networks will have more pro- 
gram control next season than 
they've had since advertisers 
"screamed monopoh " on them sev- 
eral \ears back before the FCC. The 
spot carriers are one reason for this. 

CBS. however, has al least one 
nighl in its schedule (Monday) 
locked up In one sponsor. General 
Foods, thus preventing the network 
from scheduling an additional spot 
carrier, should it want lo. 

There are only two series, for ex- 
ample, on NBC TV for the coming 
season thai will be controlled by the 
advertiser, a network spokesman said. 
These are Alfred Hitchcock Presents, 
controlled by sponsor Ford and 
I'aclielor Father controlled by Amer- 
ican Tobacco. The networks "are 
getting tougher.'' For instance. Lev- 
er Bros, was reportedly dissatisfied 
with NBC's time switch on The Price 
Is Right but the network did it any- 
way. Price was switched from 
Wednesday lo Monday for the com- 
ing season. 

The only control CBS insists on. 
Dylan said, is control over place- 
ment of the show, but the network 
isn't overly concerned with owner- 
ship. However, where there exists 
multiple sponsorship of a show "we 
think il is important for the network 
to have control over thai show so 
all advertisers involved are treated 
eqiialb." Ihlan explained. ^ 
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In Pittsburgh 



take TAE 
and see 

ow to really fire up sales 





GAMES 

{Continued from page 37 ( 

However, CBS TV's "games in. 
S-oaps out" strategy is more moderate 
than it may at first appear. Only the 
least successful soap operas have been 
cancelled. The two blocks of CBS TV 
soap operas, from noon to 1 p.m. and 
from 4 to 5 p.m., are not being af- 
fected. CBS TV. like NBC TV. will 
still ha\c a predominantly dramatic 
schedule in the afternoon. 

Although NBC TV outpoints CHS 
TV in every half hour before noon, 
the margin is narrowest where CBS 
TV had a game show: at 10:30 a.m. 
Video Village scored a 5.7 January 
Nielsen rating again.*! Play ) our 
Hunch 7.3. 

Nielsen average audiences for 
morning network programing (in mil- 
lions) are December Bride 2.0 and 
Say When 3.3: Video Village 2.6 and 
flay Your Hunch .3.4: Morning 
Court 1.5, / Love Lucy 3.1, and Price 
Is Right 4.5; Love That Bob 1.7, 
Clear Horizon 2.4. and Concentration 
5.3. 

In most cases games reached larg- 
er audiences than competing soaps or 
film re-runs. ^ 



SNOW 

(Continued from page 3!!) 

liifieant than in the four suburban 
New York markets covered by the 
Herald-Tribune Radio Network. 

The current campaign is not the 
first successful merchandising pro- 
motion run by Sullivan for the Snow 
people. About four years ago. they 
saw strong tie-in possibilities inherent 
in the new Rodgers & llammerstein 
film. "Carousel.'' As the agencv saw 
it. the New England setting, plus the 
fact that one of the film's leading 
characters happened to be named 
"Capn Snow."' made the background 
perfect. 

Spearheaded by heavy radio pro- 
motion, a campaign was launched to 
publicize the televised premiere of 
the movie at the old lvoxv Theatre 
in New ^ ork. In the lobby of the 
theatre, the hungry and curious were 
attracted to a free sampling of 
Snow s Clam chowder. Result, said 
the agency, was a sales upsurge. 

In 1957. the agency attracted a 
crowd of 7.500 to a clambake in 
Plymouth, Mass., following a radio 
campaign of 1.000 spots involving 
the submission of two labels. ^ 



CAN YOU PLACE 
THESE FACES? 

Here are the answers to the quiz on 
page 39, testing your ability to spot 
persons who occupy position* of in- 
fluence in areas of our industry. 
Twelve out of 16 correct answers 
makes you an expert. Eight correct 
marks vou as a luncheon-goer who 
pays minimum attention. Less than 
eight means you're spending too 
much time pouring over rate cards. 

1) It. It. Cover. Chairman of the 
executive committee. GMM&B. 

2) Albert K. Sindlinger. presi- 
dent of Sindlinger & Co. 

.'{) Frederic W, Ziv. chairman of 
the hoard. Ziv-United Artists. 

4) Goodman Ace. radio favorite, 
now writing Berry Como's Kraft 
show. 

5) Stephen K. Kiutoul, vice 
president of Venard. Rintoul & 
MeConnel. representatives. 

6) Herta Herzug, vice president 
and partner. John Tinker & 
Partner. Inc. I .McCann-Erick- 
son ) — researcher 

7) Robert E. Lusk, president, 
Benton & Bowles. 

») II. Allan Dingwall Jr.. direc- 
tor of broadcast programing, 
General Foods. 

9) George II. Lesch. chief execu- 
tive officer. Colgate-Palmolive. 

10) W. Howell Chase, executive 
vice president. Procter & Gam- 
ble. 

11) John P. Deniiingcr. vice 
president. Eastern sales man- 
ager. Blair-Tv. representatives 

12) Maurice II. Needliani, chair- 
man of the Board. NL&B 

13) Jack Gould, tv 'radio editor, 
critic, New York Times. 

1 I) Thomas \Y. SarnofT, vice 
president of administration, Pa- 
cific Div ision, NBC. 

15) Marilyn Monroe, actress, to 
whom Jackie Gleason once of- 
fered §15.000 to appear on his 
s-llow. "That's S 14.000 to in- 
hale." he said, "and 31,000 to 
exhale. She's now negotiat- 
ing to do the Sadie Thompson 
role in Rain as a network special. 

1 (>) M. J. "Jnck" Kathboiie. presi- 
dent and (diief executive officer 
of Standard Oil Company (New 
Jersey ) . 




AD MEN PUT 

ON THE MAP. . • 

your ad headquarters in Chicago at 
71 E. WACKER DRIVE 

Chicago's finest hold, vvilliin 
walking distance of over 5 Billion 
Dollars in ad billing. £ 

PRIVATE MEETING AND ;= 

BANQUET FACILITIES 

Visll Execulive House Dinmg Room 
and Cocklail Lounge 



PRUDENTIAL BUILDING 



333 N. MICHIGAN 



CHICAGO AMERICAN 



TRItUNE TOWER 



ma 




WRtCLEY IUH0IN6 



MERCHANDISE MART 



)1. 
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CENTRAL 
FLORIDA MARKET 




Grandway Supermarkets found a ready supply and steady flow of customers since moving to Central Florida. 

RETAIL SALES IN CENTRAL FLORIDA TOP $1,412,793,000 

QUALITY INDEX in Sales Management shows 24 metropolitan areas in 
Central Florida's 19 county market average 106. 

INDEX OF SALES ACTIVITY in these same areas averages 143. 

FINANCIAL RESOURCES for 1960 are estimated in excess of $3 billion. 

ORLANDO is first in Florida growth of personal income. 

ORLANDO has the greatest retail sales gain in Florida. 




Central Florida's exclusive TV market 
covers 19 counties, one-fourth of 
Florida's TV homes. Viewer prefer- 
ence for WESH-TV, WDBO-TV, and 
WLOF-TV is dramatically proved with 
the latest ARB combined average 
Frequency Index of 10.6. 



r i 




r i 


WLOF-TV 


■ WESH-TV ■ 


WDBO-TV 


Ch. 9 -ABC 


jJHH Ch. 2-NBC u^^D| 


Ch. 6 -CBS 


Voting TV 






L J 


m, M 
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PENETRATING OVER 8 OUT OF 10 HOMES IN THE BILLION DOLLAR CEMTRVL FLORIDA MArihEi 
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SAG-AFTRA 

{Continued from page 13 I 

I ndor the <ikl contracts, talpnl pay- 
ments for "wild spots" were based 
oil lite number of cities in which a 
spot was used during a thirteen week 
eyele. There were fne classes of 
schedules: Class C: 1-3 cities. Class 
li: 6-20 cities. Class \ : 21-60 cities. 
Class A \: 61-12.1 cities, Class AAA: 
over 125 cities, each hearing; a suc- 
cessive!} larger rate. 

hi this reckoning special provision 
was made for New ^ ork. Chicago, 
and Los Angeles which counted a* 
11,7. and 7 cities respectively. Spots 
could he used an unlimited number 
of times during a 13-week cycle, after 
which a new cycle began, calling for 
repayment of the appropriate class 
rate. 

The SAG-AFTRA representatives 
in the 1960 negotiations, took the 
position that: 

1 ) all of the rates, at least for film 
commercials, were too low'. 

2) More weighting had to be given 
not only to N. Y.. Chi., and L. A., 
but to other major cities. 

It was at thi.* point that the "case 
histories" compiled by the agencies 



became particularly important in the 
negotiations. For. with each demand 
for increases in a particular class or 
group of cities, the agency observers 
were able to determine exactly what 
such an increase would mean to a 
specific type of advertiser. 

I nion demands were processed in 
computers by the Human Univac 
team along with the spot case history 
profiles, and exact figures were ob- 
tained and supplied to the negotia- 
tors. 

Despite some union grumbling and 
requests for a return to "Good old 
fashioned negotiations." this elec- 
tronic approach was the basic tool in 
the parleys. 

Armed with this factual data, the 
agency observer group fought to keep 
rate increases within reasonable 
bounds for all types of advertisers — 
not onl) large national spot account, 
but smaller and regional schedules. 

sponsor has checked carefully with 
those who were present or close to 
the negotiations, and is wholly satis- 
fied that the agency observers tried 
to the best of their ability to act for 
the industry as a whole — not simply' 
for sizeable Y. Y. agencies or huge 
national advertisers. 



Actually, when the final scales were 
determined, certain of the agencv ob- 
server group bad to face the fact that 
some of their own best accounts had 
been hurt most. Chairman Plesent, 
for example, as a Y&K man was not 
particularly happy in the knowledge 
that Piel's Beer, because of its distri- 
bution pattern, had been penalized 
substantial by the new rates. 

As in all negotiations, the final 
scales were the result of bargaining 
and compromises. In the case of 
"wild spot"' fees, the city class sys- 
tem of the old contract was dropped 
in favor of a new complex "unit" 
system, in which Baltimore. Boston. 
Cleveland. Detroit. Philadelphia. St. 
Louis, San Francisco and Washing- 
ton were given special unit weight 
and payments for Yew York, Chi- 
cago, and Los Angeles were substan- 
tially increased. 

Space does not permit, nor would 
it be appropriate to try to list here a 
tabulation of all the varied new 
union scales for different tvpes of 
wild spot and program commercial 
use. Compilations are only meaning- 
ful in terms of a particular adver- 
tiser's own spot schedule — and such 
compilation must be made by quali- 
fied agencv experts. 

But a couple of examples may give 
some idea of what happened. Under 
the old contracts, a spot advertiser 
in 5 cities (other than the 11 men- 
tioned above"! paid an on-eamera 
rate for one performer for unlimited 
13 weeks u»e of S"0. Under the new- 
scale lie will pav S9.i. 

On the other hand a spot adver- 
tiser who uses only Yew York for- 
merly paid si 2.). now must pay S200 
foi the same performer and 13 weeks 
use. 

\nd between these two extremes 
there are hundreds of variations. 

Similar variations' also exist in the 
effects on the new scales for "prol 
gram" commercials. Such commer- 
cials, when used in more than 20 
citie.«. call for "repayment ' fees cov- 
ering each individual we. The sched- 
ule of both session and rcpavment 
fees for program commercials has 
been npped but onl\ an examination 
of the practices of an individual ad- 
vertiser can give anv real indication 
of the effect of the new contracts. 

One verv large national advertiser 
showed sroxsou a confidential com- 
pilation of his increased costs for all 
types of commercials under the new' 
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produced specifically for the occasion of the Civil War 
Centennial. Thirteen dramatic half-hours based on Mathew 
Brady's stirring photographs. Winner of Sylvania Award. 
Timely and of tremendous prestige value. 

Sponsored in 80% of the Markets Sold 
— and Selling All Over The Country! 

'TB1M AMDKGAH 

Produced by tho W<ntinghnuso Br nodcaiiing C'-'Tony • Dh'ributeH by 

TRANS-LUX TELEVISION CORP. 

625 Madison Avenue, N.Y. 22, N. Y. 
6253 Hollywood Blvd., Hollywood 28, Cal. 
520 No. Michigon Avenue, Chicogo 11, III. 



scales. The overall increase for tal- 
ent amounts, in his case, to { ). 1' '< but 
this cannot he taken as an average 
for other advertiser. 

During the negotiations battle, the 
ageucv observer group not only fur- 
niched basic aininuiiitioii to the ofh- 
cial negotiators the networks and 
film producer.- but also, in consul- 
tation with other ageucv men, and 
with \V\ members*, determined a 
kind of "partv line* bevond which 
thev did not feel that concessions 
could or should be made. 

At this point, certain Haws and 
weaknesses in the entire negotiation 
structure began to he apparent. 

When at the end of November, the 
discussions reached a critical stage 
(the SAG-AFTR A contracts expired 
on lo Nov. I the complicating factor 
was that the other union negotiations 
(.sustaining talent, announcers, etc.'l. 
were Hearing successful culmination 
in the talks between the network and 
the unions. 

Since all these contracts, including 
tho-e on commercials, bad to be set- 
tled "as a package'' the final deter- 
mination of terms was not deter- 
mined by advertiser-agency pressure, 
but by the ultimate negotiators the 
networks. 

In the final settlement it i> no se- 
cret that the networks did make cer- 
tain concessions on the commercials 
code in order to get approval for the 
entire contract package. 

It i> also no secret that some of 
these concessions went bevond the 
agency-advertiser "partv line." How- 
ever, and this is a significant point, 
members of the agency observer 
group, and others close to the nego- 
tiations have assured SPONSOR that 
they felt the network representatives 
aeted honorably and tried to do their 
best under extremely difficult circum- 
stances, and heavy pressures. 

As to the results of the negotia- 
tions, sponsor i> inclined to go along 
with an agencv president who 
savs. ''It wa-n t perfect. Hut believe 
me. if you understand the complexi- 
ties of the situation, you will have to 
admit that even one involved did a 
good job. 

What remains though, is the deep- 
er question: is the structure of talent 
union negotiation involving radio 'tv 
advertising both arehaie and unreal- 
istic? Next week, in Part 111 of this 
series, we will discuss "Is there a 
better wav ?"' ^ 
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1:00-|6:00,P.M. Daity World ritFACTS, 

' MSimRON, MUSIC and NEWS 



ON 



WHE 




RADIO 



A dramatically startling new program offering WHEC 
listeners a choice of fascinating features behind the news 
stories of the day . . . offbeat interviews . . . research reports 
. . . very special music . . . and ten minutes of CBS News 
every hour on the hour! Plenty of sponsor appeal in this 
new concept! 

8:45 to 11:00 P.M.-Mon.-Fri. 
8:15 to 11:00 P.M.-Saturday 

A full evening of complete, on-the-spot coverage of every field of Sport. 
Open phone-line interviews . . . direct reports! Nothing like it anywhere 
on radio! WHEC is going places' 

w H E c 



BASIC CBS ROCHESTER 




RE PRESENT AT IVES 
NEW YORK . CHICAGO • 



NEW YORK 
EVERETT McKINNEY, INC. 

LOS ANGELES . SAN FRANCISCO 
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BORED WITH BARD 

(Continued from page 13) 

high school principals in Decemher 
advising thein of the series and list- 
ing all broadcast dates. 

In Washington, Brentano's hook 
stores and Ilecht's and Woodward & 
Lothrop department stores have "lav- 
ish displays'* of the booklets. Maey's 
in New York has a display in its book 
department and is also distributing a 
special booklet based on the original 
and a bookmark with the program 
schedule of An Age of Kings. 

Requests from viewers ha\e run as 
high as a weekly 5.000 in New York 
and 2.000 in the District of Columbia 
area for the booklet that was original- 
ly prepared by the BBC. It devotes a 
page to each program, supplying 
story outline and historical back- 
ground. There is also a reproduc- 
tion of a painting of each monarch 
in question and pictures from the 
performances. The back cover folds 
out to reveal an illustrated genealogi- 
cal table of the members of the royal 
family who appear in Shakespeare's 
historic plays. 

Standard Oil's "low-key and in- 
formative commercials have drawn." 
according to Metropolitan, "an un- 



usual amount of telephone calls and 
mail praising them. The commercials 
are keyed to tell the public about 
Standard Oil's operations." 

Executives at BBC's New York 
office told sponsor that they have 
been receiv ing "an enormous amount 
of inquiries" from stations and edu- 
cational groups concerning possible 
purchase of the 15 episodes in the 
series. The National Educational 
Telev ision Network (NETN) has pur- 
chased it for educational use, said the 
BBC. and commercials stations are 
giving it careful consideration on the 
basis' of WTTG and WNEW-TV's 
success. BBC expects to make fur- 
ther announcements soon. 

Peter Dews, the English producer, 
is particularly proud of the chrono- 
logical manner in which the plays are 
presented. For the first time in the 
U.S. they are all being shown as con- 
tinuous history, with members of the 
English cast living out their parts 
from the beginning of the cycle to 
the English cast li\ ing out their parts 
from the beginning of the cycle to 
the end. tie also points out in the 
booklet that he chose a "cameo tech- 
nique" because "Shakespeare is pri- 
marily about people, and for tv, peo- 
ple are faces." ^ 



SPONSOR ASKS 

(Continued from page 46) 

In the operation of Governor TV 
Attractions, Inc., we try to concen- 
trate on the type of films that are 
niainh sold to t\ stations directly, 
such as feature film programs and 
theatrical shorts, such as Laurel and 
Hardy. Our reason for concentrat- 
ing on this type of film is an eco- 
nomic one as it takes a larger 
sales force to concentrate on agency 
sales than on station sales. There 
are. of course, occasional situations 
which arise whereby we do deal with 
an agency — or even a client. How- 
ever, in most instances our film is 
sold directly to the stations who gen- 
erally have automatic clients for 
their feature film programs. When 
we do deal with agencies or clients, 
it is very often the situation where- 
by they agree to pick up a full or 
partial sponsorship of films after 
they are sold to tv stations. 




// takes a 
larger sales 
force to sell to 
agencies than 
to stations 



I feel that all advantage of a direct 
station sale is the ability of a station 
to come to a decision rapidly as their 
programing is set up in a manner 
which allows them to buy automati- 
cally for their sponsors — w hereby the 
advertising agency generally has to 
consult their client regarding any 
purchase. A new development in tv 
that is most important was the sign- 
ing of NBC and 20th Century Fox 
for 1950 to 1955 feature motion pic- 
tures over prime time on NRC Sat- 
urday evenings opposile Have Gun. 
H ill Travel ami the new one hour 
Citntmoke. 1 believe this will act a- 
a caialvst for 1 lie further popularity 
of features with both ad agencies and 
stations. It is also my belief that a 
greater presentation of wares must 
be made to ad agencies than stations. 
This could prove to be eostiv and for 
an independent distributor this cost 
could at limes be prohibitive. There 
is no question in my mind as time 
goes on more and more advertising 
agencies will become cognizant of the 
impact of the newer features and 
[heir relatively lower cosi per thou- 
sand potential. ^ 1 




A/O, THIS IS "KNOE-LAND" 

(embracing industrial, progressive North Louisiana, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

Copulation 1,520,100 Drug Sales S 40,355,000 

Households 423,000 Automotive Sales S 299,539.000 

Consumer Spendable Income General Merchandise $ 148,789,000 

SI .761 ,1 69,000 Total Retail Sales SI .286,255,000 
Tood Sales .$ 300,486,000 

KNOE-TV AVERAGES 71% SHARE OF AUDIENCE 

According to November, 1960 ARB we overage 71% share of audience from 
9 a.m. to midnight, 7 days a week in the Monroe metropolitan trade area. 



KNOE-TV 

Channel 8 
Monroe, Louisiana 



CBS • ABC 
A James A. Noc Station 
Represented by 
H-R Television, Inc. 



Pfmto: Aerial view of Arkanw A & A/, A font /rW/o, Arkamav, one of nine 4-year colleges healed 
in hXOI.'s coinage area. 
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"It's a great selling tool. I don't see how anybody stays in business with- 
out it... This market does more dollar volume of local business than a great many of the 
three-station markets in the country. A great percentage of that business is on Videotape* 
... It gets local business because it absolutely takes the risk out of it. For example, it's awfully 
hard for an advertiser to visualize from a piece of copy paper with a video column and an 
audio column just what his commercial is going to look like on TV. But if the salesman can 
say, Tve got a spot all recorded for you on your fall coat sale, and I want you to see it,' then 
he's sold. This is just so much better than any other way to sell local television that you just 
can't compare it! . . .What do we think of Ampex? No question but what they're the leaders in 
tape. They put tape on the map, and as far as we're concerned, it's the Ampex VTR that's 
keeping it there." A single sheet of paper, an envelope addressed to Ampex and a 4c stamp is 
all it takes to get the complete profit-potential story about tape . . . and about the Ampex VTR 
as a basic sales-building component of any complete TV operation. 
Drop us a line today. Write to Ampex, department ST. 

AMPEX PROFESSIONAL PRODUCTS COMPANY - 934 CHARTER ST . REDWOOD CITY, CALIF • AMPEX OF CANADA LTD REXDALE. ONTARIO 




MR. JOHN TYLER. GENERAL MANAGER 
OF KFOA-TV AMARILLO (112 500 TV HOME 
151 ST MARKET ( 
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Advertisers 



Poliilenl. Block Drug's profes- 
sional type ileuiirre cleansing kit 
will break out its how wrappings 
via a special iv campaign this 
spring. 

Six NBC shows — This Is Your 
Life, The Tall Man, The Groucho 
Marx Show, One, Happy Family, The 
Unericans and jack I'aar Show, will 
cany Polident's specially developed 
minute-messages during March and 
April. 

<? 

Campaigns : 

• l.ipioii Tea has mapped out a 
t\ campaign in the Boston. Spring- 
field, and Holynke. .Mass.. Hartford 
and New Haven, Conn., and Provi- 
dence. 11. 1.. markets featuring area 
personalis endorsements of its bever- 
age. \genc\ : Sullivan. StaufTer. Col- 
well & Bavles. 

• -Pocket Books. Inc., planning 
a radio and tv buy to tie-in with its 
stepped up promotion of its literature 
and children - books, records and 
games products. Agency : The Ben- 





SPONSOR 
WEEK 

WRAP-UP 



COMMISSIONED 'Admiral in the Great 
Navy of Nebraska,' David Brink ley accepts 
rank bestowed by Governor Frank Morrison, 
at annual KMTV, Omaha, awards telecast 



JAMBOREE IN ATLANTA as WAOK cele- 
brates its anniversary. Singer Roy Hamilton 
entertains some 5,000 people who attended. 
Top names in the recording industry joined in 




janiin Compaiiv. New York City. 

• Mmlier's* Gcfdte I'isli has 
bought sput radio in the New ^lork 
Chj metro and .New Jcisev area to 
bolster its print campaign (lining the 
upcoming holidav season. Agencv : 
Dnnav. lliiseli & Lewis. New ^ ork 
Citv. " 

• Kool-I'ops, General Foods, will 
introduce its new freeze-it-v onrself 
pop liars this spring via tv on fhe 
network shows, with a spot t\ hol- 
ster, from May to September. 

• CIuM'k Full ()' Nuts readving a 
"we won't kid von" salnration cam- 
paign using tv and radio in the New 
York metro and upstate area. Connect- 
icut and New England for its new in- 
stant codec. Agency: Grey. 

• Stella D'oro Biscuit, New 
York, has bought time on \V\BC-TV. 
WW'EW-TV. and W'OK-TV in \cw 
York Cil\. to air its new sophisticated 
jingle stressing the continental touch 
in the serv ing of its cookies, hisenits. 
hrendsticks. Plan* call for minute 
spots al the rate of 22 to 35 per week 
in high-rated da; lime and late eve- 
ning shows. \gencv : \\ . li. Doner. 




MARKING his 40th anniversary with KDKA 
| radio, Pittsburgh, Penna., is E. B. (Ward) 
B Landon (right), studio engineering supervisor, 

shown with T. C. Kenney, chief engineer. 

Mr. Landon pioneered with KDKA in 1921 
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PKOPI.K ON TDK >IO\'K: W-.il- 
tcr S. Driskill, from director of 
marketing. Jacob Kupperl Brewing, 
Mew York, to director of marketing, 
Miller Brewing. Milwaukee . . . 
Ilmee 1 K. Cokelcy, to new products 
coordinator, and Lawrence .1. 
Lynch, to newlv created position, 
niarkel research coordinator, helm & 
Fink Product.* ... A. S. I'uiulc Calo 
Pet Food Coinpaii). Oakland. Calif., 
managcinent administrative staffer, to 
advertising manager, that company 
Itohcrt C. .Slieu. from field salts- 
manager for consumer products, to 
manager of marketing. WeMclox di- 
vision, General Time Corporation . . . 
Jack Selicnbcrg;, from manager 
aerosol div ision. B. T. Babbilt. to cor- 
porate director of marketing, house- 
hold products and drug division . . . 
Michael (Terra, from market re- 
search director, lo marketing man- 
ager. Charles \nloll division, 1>. T. 
Babbitt . . . Jack C. Peel, from ad- 
vertising and sales promotion. Semi- 
conductor Products Department. Sv ra- 
euse. V Y.. lo advertising and promo- 
tion manager. General Electric Recti- 



fier Components Department. 

Thixa *u* data: Ka-iman Kodak to 
manufacture and sell magnetic re- 
cording lape later lhi> vear. 

Agencies 



Agency appointments : Stella D'oro 
Biscuit. New ^ ork. lo Doner. Phila- 
delphia . . . Hnckfield Packing. Buck- 
field. Maine. I Be-sev "« Fruit Juice 
Drinks, jams, jellie-, and apple juice i . 
to Jerome O'Ccary, Bo.-ton . . . 
Renault Distributors. Watertown. 
Mass.. to Needliain, Loni.- and 
Brorby . . . Therino-Fnx Sales. L.A., 
to Cisaimin. Johns «X l.av\s. Holly- 
wood. 

Mergers: Ccniicii <!v Newell with 
.Martin <S: Tnttlc (SI million I. LA. 
and Seattle . . . G. Street <Jfr Co., 
Lid.. London, with KaMor. Milton. 
Clicslcy, Clifford <!v Athertoii, New 
York and Toronto . . . It. 1*1 Mc- 
Carthy anil Associate*. Tampa. 
Fla.. wilh Ciller. Neal. Battle X 
( Please turn In pngr Co I 




CENTRAL 
FLORIDA MARKET 



PROFITABLE 




T 



KlVCTVI 



P U D L I A 

WHERE SHOPPING 




Steady, stable sales activity is typified by this Central Florida shopping center. 

AVERAGE HOUSEHOLD INCOME FOR CENTRAL FLORIDA'S 
MAJOR METROPOLITAN AREAS IS $5,450. 

FINANCIAL RESOURCES in excess of 3 billion dollars. Financial leaders 
predict continued steady climb. 

FOOD SALES totalled more than $335,000,000 in 1960. 
AUTOMOBILE REGISTRATIONS make up 21% of Florida total. 
BUILDING PERMITS in Central Florida lead all Florida markets with a 
36.5% increase according to U. S. Census figures. 
DRUG SALES over $50,200,000 in 1960. 

EMPLOYMENT — One out of two new employees staffing Florida's indus- 
trial and commercial expansion lives in the Central Florida Market. 

WORLD'S LARGEST citrus industry is located in the Central Florida market, 




Central Florida's exclusive TV market 
covers 19 counties, one-fourth of 
Florida's TV homes. Viewer prefer- 
ence for WESH-TV, WDBO-TV, and 
WLOF-TV is dramatically proved with 
the latest ARB combined average 
Frequency Index of 10.6. 



r i 






r h 


WESH-TV 


I 


WDBO-TV ■ 


WLOF-TV 


Ch. 2-NBC 


(mi, 


ch. 6 -cbs fmfli 


Ch. 9 -ABC 


L j 




Blair TV Amm. ^^t^fem 


V«un» TV 



PENETRATING OVER 8 OUT OF 10 HOMES IN THE BILLION OOLLAR CENTRAL FLORIDA MARKET. 
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W hat's happening in U. S. Government 
that affects sponsors, agencies, stations 



WASHINGTON WEEK 



27 FEBRUARY 1961 
Cenyrlght 1961 
SPONSOR 
PUBLICATIONS INC. 



The FCC finally managed lo secure I ho sought-after unanimous vole in favor 
of new application forms: The Commissioners actually voted only to institute 
"rulemaking proceedings,'" which means the industry will he ahle to suhmit argu- 
ments against the new forms until 3 April. 

Argument is, however, meaningless. The forms will go through in substantially the same 
shape as proposed. This is another, and a very long step toward FCC intervention in 
station programing. 

Networks will be hit from two directions at once. Affiliates are to he held more rigid- 
ly aeeonntahlo for the content of network programs they carry. And, of course, the 
FCC has already indicated it will ask power lo control the wehs directly, rather than 
merely through their o&o's, as at present. 

The networks may be hurt indirectly. The new forms will put a premium on local 
programing to meet local community needs. 

Applicants for new licenses and renewals will have to state how they have determined 
the needs of their communities and the hroadeasling they have done to meet those 
needs. Entertainment programs, whether by accident or design, are listed last among seven 
types of programing outlined by the FCC. 

The NAB codes are given recognition, since applicants are asked whether they subscribe 
to any broadcasting ethics code, and steps taken to maintain appropriate programing and 
advertising standards. Applicants must also hreak down lime devoted to commercials. 

The forms, themselves, must take a back seat to the type of enforcement in which the 
Commission hereafter chooses to engage. 

Since the FCC has been engaged in a gradual process leading toward ever more intensive 
regulation, it must be assumed that the forms are an ominous development. Also com- 
missioner King, wdio favors the least possible interference with station programing is being suc- 
ceeded by new chairman Minow, And Minow will go at least as far as matching performance 
with promise, maybe farther. 

The seven types of programing arc religious, instructive, public affairs, agricultural, news, 
sports, and entertainment. Tin's does not mean that a small city station which doesn't claim to 
reach farm areas must program for farmers. But beware the high power station or station in 
a rural area which can't list farm programs on their schedules! 



Sen. Warren Magnuson (D., Wash.), in getting money from the Senate lo fi- 
nance activities of the Senate Commerce Committee which he heads, has appeared 
to set out hroad areas for fire-hrealhing probes. 

Magnuson got the $315,000 he asked, but it is doubtful if he intends lo aim any 
shafts at hroadeasling this year. One of his subcommittees will be looking into the political 
equal time problem, and at least some attention will be given to the old, old uhf problem. 

He mentioned network practice?, but at the same lime warned against censorship, 
and it is doubtful if much will take place along those lines. 

The Orcn Harris front also remains quiet. True, the Arkansas Democrat will shortly at- 
tempt to set up a permanent legislativc-oversight-type subcommittee, as he has promised to do 
for some time. This seemed to be aimed more at overseeing the agencies, and to protect Con- 
gressional power over the agencies from an\ encroachment by Dean I.andis. than to probe 
the industry. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 



27 FEBRUARY 1961 
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Stations rather than film studios continue to he an important source of pro- 
gram ideas for syndication. 

Lalest is Joyce Brothers' series, which originated as a post-Jack Paar late night offering 
on WNBC-TV, New York, and is now syndicated by ABC Films. 

The lady psychologist's quest ion-and-answer show is available cither as a five or 15 
minute scries; first sales are to WTAR-TV, Norfolk; WTVS, Miami; WDSU-TV, Miami; 
WWJ-TV, Detroit, and WEWS-TV, Cleveland. 

First taped and local, show is now filmed for syndication. 



Post 1948 feature film distribution continued to be one of the more active areas 
of syndication business ibis week. 

Seven Arts Associated, for example, added five markets for Warner's Films of the '50's, 



bringing its total to 44 markets. 



Latest sales were: KMBT-TV, Beaumont; WLIX-TV, Jackson; WKXO-TV, Kalamazoo; 
WAVY-TV, Norfolk, and WTCN-TV, Minneapolis. 

In the package of 40 films, 26 are available in color. 



Sometimes all it takes is a little ingenuity for a salesman to discover he has a 
topical properly to offer. 

One CBS Films salesman found that 13 You Are There off-network re-runs pertained to 
the Civil War, which opened the door enough for him to sell the entire 39 episodes to WTVR, 
Richmond. 

American Tobacco (BBDO) has extended its alternate week regional buy of 
Ziv-UA's Lock Up to continue tbroiigh its current second year. 

Continuations by alternate half- sponsors also extend through same period. 



It's now definite that NBC TV will throw first-run post-1950 20lh Century-Fox 
feature films into the 9-11 p.m. Saturday time period, starling in fall. 

In the talking stage for a long time, this will be the first such regular schedule of feature 
films in fully competitive prime time. 

NBC's move poses fresh questions such as: whether a bigger network market for fea- 
tures will open up, how features will rate in network time, and what effect they'll 
have on following rales after 11 p.m. for local movies. 



The loss to syndication of the time period following Gnusiiioke comes like salt 
in an old wound. 

The first time the period was lost it was recaptured so slowly by CBS in some markets 
for Markliam that syndication almost earned a moral victory when that show switched to an- 
other night. 

But now just after syndication became re-established in the time period, it will 
have to surrender it again for the expansion of Giiusmoke to a full hour. 



04 
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FILM-SCOPE continued 



Up-to-date background on current syndication costs and performance was re- 
viewed by CBS Films administrative v.p. Sain Cook Digges at the San Francisco Ad- 
vertising Club recently. 

Here are some of the facts that Digges surveyed: 

• The nation's 1961 tv film production investment will be about S170 million, com- 
pared to $155 million in 1960. 

• Network programing is now 76% film — compared to 20% a decade ago. 

• A good new syndicated film series costs about SI. 3 million to produce 39 negatives, hut 
distribution, promotion, administration, talent repayment, and other costs bring the distribu- 
tor's investment to over S2 million. 

• Of 570 time periods occupied by syndicated shows in the ten top cities there are 129 syn- 
dicators represented — but among the top five shows in ratings in these markets there are 22 
shows bandied by only 11 distributors. 

• Advertisers in just these five best shows in top markets were getting cosl-per-tbonsand 
commercial minutes as low as S2.85 and even $2.49. 



The paradox of off-network re-run distribution business is that it's rare for a 
really desirable property to be available for syndication. 

Prospects of getting a three-to-four year old show with a good track record and a suffi- 
ciently large number of episodes — the kind of show syndicators want — are dim because such 
shows don't often come off the networks now. 

Furthermore, locally available shows that have been on but a single year, which have 
only 26 or 39 episodes, are saleable but don't lend themselves to massive re-run 
and lucrative strip sales. 

MGM-TV has started co-prodiietion (with NBC TV) filming of Dr. Kihlare. 

Studio is already in full production of Asphalt Jungle ( ABC TV) and National Velvet 
(NBC TV) and in addition has three pilots completed: for Father of the Bride, Cain's Hun- 
dred, and Harry's Girls. 

NTA is going to spin off its station holdings in Newark-New York and Ely Lan- 
dau has resigned to stay with the broadcast properties. 

Ownership of WNTA-TV proved to be an expensive experiment for the syndication pro- 
ducer-distributor; although providing a showcase for Play of the Week and Open End, it also 
proved a loss operation. 

For example, NTA turned down the possibility of considerable revenue from re- 
cent feature film packages wanted by other New York stations when it saved them for 
its own outlet. 

CBS Films is getting a grateful reaction from station men for its mailing of 
1700 copies of the Syndicated BAR reports. 

Distribution of fourth quarter 1960 reports on sponsorship of syndicated films and tapes 
was the first of a series to be done quarterly by Fred Mahlstedt. 

The reports by BAR were previously available to subscribers only. 

Elektra is the latest commercials producer to decide to get into tv program 
production. 

The producer has begun production on four one-hour adult science shows and ha? a daily 
animated children's show on the drawing hoards. 
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Comptou's new rule about letting the bars wide open for any station to improve 
a competitor's spots on a schedule is getting the intended results hut with a ven- 
geance. 

With but a minute's phone eall a rep is able to knock out a row of the other fellow's 
spots and then keep his fingers crossed that the same thing won't happen to him with the 
next ratings. 

Expostulated one rep: "Sure it's dog-cat-dog but yon live by the buyer's rules." 



The president of a competitive oil conipauy in commenting on Shell's (OBM) 
current newspaper campaign unleashed this quip: 

"It was the greatest show on earth until the curtain went up." 

The law firm for a major agency lias assigned its ace investigator to track down 
the report that its commercial producers have been engaging in an expense account 
fraud. 

The story as this agency has been getting it: west coast commercial houses have been 
absorbing the expenses incurred in trips from New York by the staffers. The latter have 
had no compunction about turning in full expense accounts to their office. 

You hear a lot of boxcar figures tossed around the trade with regard to the 
amount of money that each of the networks have tied up in pilots. 
The guesstimates per network on this score when averaged out: 
ARC TV, S3 million; CBS TV, $6 million; NBC TV, $5 million. 

Shaver trade reports have it that if anybody eoiues out ahead on those million 
grooming kits distributed among Schick dealers it should certainly be Revlou. 
Revlon, wliieli owns 26% of Schick stock, produced the kits for reputedly $800,000. 

Agency managements are beginning to frown on the practice among some sta- 
tions of taking their timebnyers on pleasure trips to West Indies resorts. 

Say the managements: there's nothing wrong with a junket in which the buyer can learn 
something about a station or its market, but the other smacks of payola. 

Incidentally, they feel the same way about sueh free trips by commercial producers. 

A station group found that loyalty is something yon don't find only in the dic- 
tionary. 

As part of its plans to set up its own national sales offices, the group offered the manager 
of one of its present rep's midwest offices $10,000 to continue for the group in the same 
spot. 

The bid was turned dow n, even though it's substantially more than he's earning. 



Some spot tv sellers are referring to their activities as Operation Counterattack. 
By that they mean t!«e\"ro spending much time getting business already on the air away 
from competition with the latest ratings hooks and monitoring reports. 
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CENTRAL 
FLORIDA MARKET 




Construction moves ahead on the new Florida National Bank Building at Orlando. 

DIVERSIFIED INDUSTRIAL EXPANSION STIMULATES 
CENTRAL FLORIDA GROWTH AND INCOME 
AND STABILIZES ECONOMY. 

NEARLY ONE OUT OF FOUR new Florida plants or business expansions 
chose Central Florida for its site. 

ONE-HALF OF THE NEW EMPLOYEES to staff Florida business expansion 
during 1959 located in the Central Florida market. 
CAPE CANAVERAL and military base expansion also stimulate the 
growth of population, buying power, and retail sales. 
MISSILE TEST CENTER at Patrick Air Force Base spent an estimated 
$157,800,000 in Central Florida during the 1960 fiscal year. 



Central Florida's exclusive TV market 
covers 19 counties, one-fourth of 
Florida's TV homes. Viewer prefer- 
ence for WESH-TV, WDBO-TV, and 
WLOF-TV is dramatically proved with 
the latest ARB combined average 
Frequency Index of 10.6. 
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PENETRATING OVER 8 OUT OF 10 HOMES IN THE BILLION DOLLAR CENTRAL FLORIDA MARKET. 
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SELL! 

THE EXCLUSIVE BILLION 
DOLLAR 

CENTRAL FLORIDA 
MARKET 




WD BO -TV 

Channel 6 - CBS - Blair TV Assoc. 
^ i 



WRAP-UP 

(Continued from papr CI ) 

IJn<I*ey (total hillings around -ST. 5 
million) . 

New offices: Irving & Rosen- 
Itloom & Associates, at 519 Madi- 
son \venue. New York Cit\. 

PEOPLE ON THE MOVE: Rob- 
eit \V. Diindns. Jr., from Kl'RC- 
T\ . Houston, to Envin Wasey*. Ruth- 
raulT & Ryan a» account executive, 
. . . Lois A. Gibson. Lloyd 1$. Gib- 
son and John II. Hitnua. all lo Wil- 
kinson Advertising. Rochester, X. Y., 
as account executives . . . Russell 
Elliot, to assistant account executive. 
Doherty. Clifford. Steers & Shenfield 
. . . Arthur E. Willie, v. p. and di- 
rector. Maxon, Detroit, assuming ad- 
ditional post of administrative assist- 
ant to the president . . . Frederick 
I). Sulccr, from manager, tv/radio 
creative deportment, to account exec- 
utive, and John J. Calnan from cop\ 
group head, to manager. t\ 'radio de- 
partment. Xeedham, Louis and Bror- 
bv. Chicago . . . Mrs. Florence 
Goldman, from copywriter, JWT. to 
creative staff. Sudler & Hennessey. 



MOKE PEOPLE ON THE .MOVE: 
Robert L. Hodges, from commer- 
cial representative, Storer Broadcast- 
ing, to account executive, J. H. Alt- 
man Achertising. Detroit . . . Her- 
bert K. Morton, from commercial 
producer. Young & Rubicam. to com- 
mercial production supervisor, tv/ 
radio department. Ayer. New York 
Citv . . . Anthony J. Amendola, 
from Eastern region account execu- 
tho. Budweiser account. N. Y.. to 
manager, regional marketing service. 
Anheuser-Busch account. D Arcv. St. 
Louis . . . Roy F. Scgur, from v. p. 
in charge of marketing and research. 
Lambert & Feasley . to director of re- 
search. Gumhinner . . . Don Bhiu- 
hut. v.p. in charge of radio/tv, West 
Coast, to Yew York office. Parkson 
. . . Richard Stanton, to Neale Ad- 
vertising, as special marketing and 
creative consultant. 

Y&K named five tv/radio depart- 
ment supervisors: Richard J. Cox. 
Marvin H. Koslov. Colgan Schlank. 
Martin J. Wa Union and Kenneth A. 
Wood. Jr. 

They were elected: William A. 
Murphy, a v.p. at Papert. Koenig. 
Lois . . . Thomas Rlee, Bobsib, Inc.. 
Fort Wayne, v.p., to its board of di- 
rectors. 

Wiinderman. Ricotta & Kline 
plans board : Lester Wunderman. 
chairman: Ham Kline, secretary: 
Ed Ricotta. lning Wunderman. Peter 
Rabar. Harry Hites. Thomas Collins 
and Ralph Siegler. 

Associations 



The Broadcasters Promotion As- 
sociation, under the supervision 
of WTMJ. Milwaukee, promo- 
lion man Bruce Wallace, is sift- 
ing out a maze of submitted pro- 
motion ideas for documentation 
under the title The Best of lil'A. 

The publication will be divided into 
three major sections: audience pro- 
motion, sales promotion, and mer- 
chandising. 

PEOPLE ON THE MOVE: Mike 
Sehaffcr. advertising and promotion 
director. WEIL. Philadelphia, appoint- 
ed liaison between the Broadcasters 
I Promotion Association and the TeM 
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want to talk ratings? 



SPONSOR has assembled 50 
different ads showing you how 
stations all over America have 
solved the problem of the 
numbers game. 

IT'S SPONSOR'S ADVERTISING ANTHOLOGY 

Whether you want to talk people 
oi kinds of people oi what 
your programming docs to people 
theie aie do/ens of different 
appioarhcs to eveiy conceivable 
advei dsing pioblem that confronts 
the broadcast indmtiy. All 
catalogued and indexed in every 
possible si/e. 

IT'S A MUST SEE BOOK 
YOU'LL BE SEEING IT SOON 

'SPONSOR 

THI WflKLT MAOAtlNC TV 11*010 AOVtJtTllEJtl U»I 




WLIB was chosen by Rheingold to carry "The 
King's" message every morning on his own 15 
minute show. It was chosen because Rheingold 
(a consistent advertiser on the station for years) 
KNOWS WLIB-KNOWS what it can do-KNOWS 
it embraces the entire Negro Community in 
Greater New York. 

If you want to reach this great Negro Commu- 
nity it makes sense to re-examine your schedule 
and LIB IT UP. 



WLIB - EMBRACES THE ENTIRE NEGRO MARKET IN GREATER NEW YORK 
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^ isiuii Information Office . . . Wil- 
liam I). Kistler. appointed \,p. of 
the \ssociation of National Adver- 
tisers. 



Alexandria. Minn., tv station 
KC-MT, when eonfroiited recently 
Iiv lilt- tiiiie-ennsuiiiini; chore of 
making individual sal*** calls on 
some 60 independent Interna- 
tional Harvester dealers, found a 
short-cut. 



The solution: a special open-dossed 
circuit sales meeting. 

The program, originated live in the 
station studio, featured a report on 
International Harvester district sales 
art i\ it ie>. and an outline of impend- 
ing company promotions. 

The program was n rapped up by 
the station's sales manager. Ken 
Schneider, who urged sponsorship 
participation of the Championship 
Wrestling series. 

The result: a firm contract within 
36 hours. 



THE 42nd* 

LOVES THAT GIANT ^ 
BEST OF ALL 



•'1HF NOVTMIirR I960 A.R.Ii. shows 
thai WFBC-TV leads in its 4-state market 
in nearly every important category Rank- 
ed 42nd in the U S by TELEVISION 
MAGAZINE, for Dec I960 "The Giant's 
.Market" includes the metropolitan area 
of. . . . 

Greenville-Spartanburg- Asheville 

the hub of a region which has Amer- 
ica's greatest concentration of textile man- 
ufacturing, and has also the fabulous 
Smoky Mountains — Blue Ridge resort and 
tourist mecca for millions. Here are the 
figures from A K li , November 1960 



WFBC-TV 
% of 

Metro Shore leodership 
of Audience over- 




Avg. Hour 
Homes 
Reoched 

9AM-Midnight 



WFBC-TV 




38.0 




27,800 




STATION 


"B" 


31.0 


22.6% 


24,700 


12.5% 


STATION 




21.1 


80.0% 


1 3,400 


107.5% 


4 Shov 


WFBC-TV olso leods with; 
/s of the Top 5; 7 Shows of the Top 10, 1 1 Shows of the Top 15 



THE GIANT'S MARKET HAS. 2 MILLION PIOPU . . . • 



$2-BILLIONS IN INCOMtS . . . $1 > 3-BILLIONS IN RETAIL SALtSl 




WFBC-TV 

% of 
Leadership 

over- 



lor complete details of the latest A k II . for informa- 
tion about " I he Giant's Market." for rates and availabili- 
ties, contact the Station or our National Representatives. 



AVERY- KNODEL 



tsS 

CHANNEL 4 

WFBC-TV 

GREENVILLE, S.C 



hleas at work: 

. WAFB-TV. Baton Rouge. La., 
drew some 10.000 entries in its A rime 
The Face contest. The contest idea: 
fifty photographs of uell-knovin CI55. 
ARC and WAFR local tv personali- 
ties uere flashed on the screen all 
hours during the telecasting day for 
a six-week period. Viewers were asked 
to identify the pictures l each showed 
a code number I by number, charac- 
ter role and program. A tie-breaker 
— to complete the sentence — "I watch 
television because — "was added to 
the competition when 22 correct en- 
tries were received. 

. WXYZ-TV. Detroit, tested the 
romantic know-how of it* viewers 
(and stimulated a larger-viewing au- 
dience for its movie presentation. Don 
Amerhe's ffollrtcood Theater), by 
running a contest asking viewers to 
guess "who acts the girl" in the movie. 
The prize, a clock radio, went to the 
first perron phoning in the correct 
answ cr. 

. KDKA-TV. Pittsburgh, who 
used all it? available station breaks 
during a three-day period to send its 
viewers video valentines. 



SELL! 

THE EXCLUSIVE BILLION 
DOLLAR 

CENTRAL FLORIDA 
MARKET 



WESH-TV 

Channel 2 - NBC — Avery-Knodel 
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AND IS PROUD TO HAVE CONTRIBUT- 
ED THE TOP-RATED FEATURE FILM ON 
FOUR OF THE SEVEN NIGHTS OF THE 
WEEK DURING THE PAST 5 YEARS! 




am* 

Highest rated of all Sunday nights: 

"VICE SQUAD" 
Starring Edward G. Robinson and 
Paulette Goddard — United Artists 



Highest rated of all Monday nights: 
"FIGHTING 69th" 
Starring James Cagney and 
Pat O'Brien — Warner Bros. 



Highest rated of all Thursday nights: 
"OKLAHOMA KID" 
Starring James Cagney and 
Humphrey Bogart — Warner Bros. 



Highest rated of all Friday nights: 
"POSSESSED" 
Starring Van Heflin and 
Joan Crawford— Warner Bros. 



U.A.A. can help your station achieve 
the kind of lasting success 
enjoyed by this popular and 
profitable program. Write or wire. 



U.CI.CI. 



UNITED ARTISTS 
ASSOCIATED, inc. 



NEW YORK 247 Park Aveiuij. VU 7-7800 
CHICAGO 75 E Waclier Or.. 0£ 2-203O 
DALLAS 1511 Bryan St.. Rl 7-8553 
LOS ANGELES 1041 N Formou NO 7-51 II 



SrONSOR 



27 FEBRUARY 1961 



What they see on 




W 

THEY BUY! 




If you're interested in sales results in 
the Johnstown-Altoona market, you 
should know about WJAC-TV: Happy 
sponsors say that WJAC-TV sells 
everything, from automobiles to 
zithers, and in large quantities, too. 

And no wonder! Both ARB and Nielsen 
rate WJAC-TV tops, month after 
month. But more important than 
statistics arc results. Statistics don't 
buy products . . . people do! And 
purchasing people watch WJAC-TV 

For Complete Details, Contact: 

HARRINGTON, RIGHTER 
AND PARSONS, INC. 



New York Boston Chicago Delroil 
Allonlo los Angeles Son froncisco 




. WTVN-TV. Columbus, Ohio, 
who dispatched it* promotion depart- 
ment staffer, Pat lined tg. to area 
newspapers armed with huge floral 
valentine arrangements for the t\ edi- 
tors. 

Channel change: KFHE-TV, Fres- 
no, Calif., last week, switched from 
VI IF channel 12 to Ul IF channel 30. 

PEOPLE ON THE MOVE: Keith 
T. McKeiiney from local sales man- 
ager to general sales manager, WJBk.- 
TV. Detroit . . . Herb Weber. Jr.. 
from general sales manager. \\J15k. 
Detroit, to local sales manager, 
W'JBK-TV, that city . . . Peter S. 
Crawford, from account e\eeuti\e. 
to general sales manager, W'LW A- 

TV. Atlanta. Ca Robert J. Cold. 

from national tv salesman to nation- 
al sales manager, radio and tv Hil- 
dretli Stations, Maine . . . John W. 
Wiediner to sales staff. KMOX-TV. 
St. Louis . . . Robert M. Joyce, 
from program director to station 
manager, and Lee Nelson, to pro- 
gram manager. WMTW-TV. Poland 
Springs. Maine. 



St. Valentine'* Day got a big play 
in a variety of ways this year by 
radio stations who turned the 
love and kisses day into station 
promotions. 

Some of the stations, and the gim- 
micks : 

• KINC, Seattle, agreed to pa) tin; 
five dollar fee for any (and all I mar- 
riage-minded couples who applied for 
a marriage license, that da\. 

• KYW, Cleveland, ran a contest 
(witli a SI 00 lure) peeking; the most 
unusual billet-donx. The station also 
utilized enpid dav by inviting three 
medics to participate in a phone ses- 
sion on Program P.M. answering 
questions phoned in by listeners about 
heart trouble (not the romantic kind) . 

• KXOK.St. Louis, collected over 
10,000 Valentines for distribution to 
\oungstcrs in area hospitals and or- 
phanages in a Gotta Have Heart cam- 
paign. 

• WOIK). Toledo. Ohio, pulled 
names out of a backlog of past con- 
test entry cards and 1 roadeast per- 
sonal greetings to the sender. 

• WK.ML Hartford. Conn., a* 
part of ils Valentine's Day promo- 



tion, solicited "kisses'" (lipstick im- 
printed on postcards) in an effort to 
determine the owner of the most beau- 
tiful lips. 

Idea; jit work: 

• WCUE. Akron. Ohio, as a fol- 
low -u]) to its Januarv day-long salute 
to Mitcli MWler-Sing-AIong-Spectacu- 
lar. has started a heard growing con- 
test. The idea: listeners are asked to 
come up with novel reasons why 
someone anyone — should grow a 
heard. Contestants are not required 
to grow a beard in order to partici- 
pate. Finalists are selected dailv and 
given prizes of Sirtg Along Willi 
Mitch albums. Top prize winner will 
get a rear's subscription to all Colum- 
bia pop alhums and a hi-fi set. To 
add color to the contest, the station's 
deejays engaged themselves in an in- 
tra-station beard-grow ing competition. 

• KVEK, Clover. New Mexico, for 
one complete da) this month, turned 
over its operations to the junior class 
of the Clov is High School. The stu- 
dents wrote copy, prepared logs, and 
acted as announcers, new .-men, recep- 
tionists and salesmen. The event 
served a dual purpose: to raise money 
for the class fa percentage of the 
spots sold went to the class fund: the 
agreement: sales up to S600 went to 
the school and above that figure, the 
station and school split fifty-fifty) : 
and the station acquired a host of 
new listeners and good will. 

Station acquisition: VTM1N. St. 
Paul, bought bv Tedesco. Inc.. from 
Franklin Broadcasting for $200,000 
. . . Big Kiver Broadcasting Cor- 
poration, operator of \V1 JAZ, Kings- 
ton. N. V.. bought by Olin Tice. for 
SI 01.300. Sale brokered bv Ed- 
win Tornhcrg & Company. 

Thisa *n* data: Interniountain 
Network reports a 22.8°!- gross sales 
increase in I960 over 1<J5«J . . . WI1K. 
Cleveland, disk jockey Scott Burton 
flunked out in his luxury survival test 
at the posh Sahara Motel after only 
five days of easy living and. back at 
his mike, initiated his disk spinning 
chores bv playing Frank Sinatra's re- 
cording Give Me The Sirnjyle Life. 

Kudos: Kl.Z. Denver, station man- 
ager and director of sales Lee Fon- 
dren. named Advertising Man of the 
Year bv the Advertising Club of Den- 
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A CHANNEL 

B Quiz 



A CHANNEL 

S WHIZ 




TEST YOUR MARKETING SKILL 
ON THIS FIVE-FINGERED 
TELEVISION QUIZ 




Q—Wbat news shon in the Flittt- 
Saginaw- Ba) Cil) area pulls 
more weight with TV viewers 
than all the competition com- 
bined? 



Q— Haw many birthdays does the 
averoge man hove? 



Q— What dominant force in the 
Flint-Saginaw-Ba) City area is 
powerful enough to keep fami- 
lies up after midnight on Sat- 
urday nights? 



Q— Why con't o mon living in 
Miomi, Florido, be buried west 
of the Mississippi? 



Q— What's the best way to sell my 
wares to the most women at 
the lowest TV dollar? 



\er . . . KNEZ. Lonipoc. Calif,, gen- 
eral manager Lcs Leslie, appointed 
head of 1901 California Goodwill 
People-To-People Mission to Eastern 
Europe and the Soviet I nioii . . . 
KKDO. Colorado Spring.*. president 
and general manager llnrrj «. 
Iloth profentfil with Good Govern- 
ment Award In the Colorado Spring.* 
Junior Chamber of Conunevce. 

Sports note: KKSI). San Diego, to 
broadcast the San Diego Padre* base- 
ball games scheduled for 21 April 
through 10 September . . . VP CBS. 
New ^ ork Cit\. to broadcast the com- 
plete schedule of New ^ ork ankee 
home and road baseball game~ for the 
] 901-62-63 season*. 

Promotion gimmick: WLW. Cin- 
cinnati. Ohio, distributed among the 
scribes a banana attached to a small 
brochure proclaiming the station a* 
"to]) banana" in the Cincinnati area. 
The booklet, in \ i\ id yellow and 
brown line*, listed also audience chart 
figures and fact*. 

\c» Keystone affiliates: \\ ILZ, 
St. Petersburg. Fla.; KSK1, Sun Val- 
ley. Ida.: IvTSlA, Knoxville, la. 
KWVY. Waverly, la.; KKAN. Phil- 
Hpsbnrg. Kansas: KEUN. Eunice, 
La.: WEMB. Easton. Md.: WEST. 
Escanaba. Mich.: KGIIX. Grand 
Haven, Mich.; KGMT. Fairbur\. 
\eb.; WSMN. Nashua. X. 11.: 
WLLY. Wilson, X. C: WSNO. 
Bavre. \t.; KPKW. Pasco. Wash.: 
KARA, Albuquerque. X. M. 

PEOPLE ON THE MOVE: Frank 
E. Eitz.-inioiuls. to KBOM, Bis- 
niarck-Mandan. North Dakota, as ex- 
ecutive vice president . . . Malcolm 
A. Caiiljiliell. from WAJR, Morgan- 
town. West Va., to sales manager. 
WOL. Washington. D. C. . . . Stan- 
ley Barclay, to WOL. Washington. 
D. C. as advertising and promotion 
manager . . . Claire Hughes, from 
assistant manager, to manager. 
KAVKW. Holhwood . . . Paul Shu- 
mate, to operations manager. \\ K.RC. 
Cincinnati. Ohio . . . E. Brrr) 
Smith, to v. p. and general manager. 

WFRV. Green Bay. Wis Donald 

N. .'Mann. >enior account executive. 
WBBM. Chicago, assuming addition- 
al duties of manager of special proj- 
ect* . . . Andy James, from sale* 
manager to v. p. in charge of *ale*. 



OUR CHANNEL 5 WHIZ IS 

BILL LARIMER, YOUR 
PETRYMAN IN LOS ANGELES 




-The "Fil e Star Final '." 11 N7:7U- 
TV's nightly //ens u rap-up, 
rolls up an almost unbeliei able 
199 r r * more TV bonus than 
the other two 11:00 pin com- 
pit'/ tix c /miscasts combined! 
i - ARB. Moi.. I960) 



A— One— every mon is only born 
once so he only hos one birth- 
day. 



A-Taie 5 again! I960 ARB 
sbowf an average of 23.400 
viewing fan/Hits burn the mid- 
night oil for Channel 5's Pabu- 
lout 52 late mm ies. 



A— He's still alive sa he can't be 
buried anywhere. 



A-Put them in WXKM-l V's 5 
Feature Showcase at 1 pin. So- 
le in be r 1 960 A R B proi i r 
more women are tuned to 
Channel 5 than its nearest com- 
petitor. 



stniitg FLINT • SAGINAW • IAY CITY 
EASTERN MICH ItAN'S FUST VHF STATION — 
All WAYS I 




WN EM-TV 

■mini FLINT • SAGINAW • IAY CITY 
EASTERN MICHIGAN'S FUST VHF STATION — 
All WAYSI 
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Review, please, 
the latest survey 
of y our choice: 

Nielsen (Louisville Metro 
Area, Nov.-Dec, 1960) 

• 

Hooper (Oct.-Dec, I960) 

© 

Pulse (Louisville Metro 
Area, Nov., 1960) 

Trendex (Uuisviiie, Aug. 

24-28, 1959) 

Verifak (Uuisviiie, Oct., 

I960) 

Conlan (Louisville, Nov., 
1960) 

Unbelievable 
unduplicated audience 
in the 

Louisville Metro Area 
belongs to WKLO 



Need we say more? 

•Nielsen, November -December, 1960 



see 




rohcrt e. 

rnslmnn & CO., inc. 



Other Air Trails Stations: 

WING, Dayton, 0. 
WCOL, Columbus, O. 
WIZE, Springfield, 0. 
WEZE, Boston, Mass. 



and Fred Beaton to assistant man- 
ager, KWKW. Hull) wood . . . Harry 
II. Ilaslctt, from manager. WSID, 
Baltimore, to manager WBAX. New 
^ ork City . . . George Zimmerman, 
to K.KAK, Sacramento. Calif., a? San 
Joaquin Valley sales manager. 

MORE PEOPLE ONTIIE MOVE: 
Joseph K. Sutton, from areonnt ex- 
ecutive to sales manager. K1CX. Den- 
ver . . . Koliert L. Krieger, from 
assistant commercial manager to sale? 
manager. WQXR. Xew York Cily . . . 
Charles W. Brunt, from general 
manager, W l OB. Winston-Salem. 
X. C. to general manager. WSGX. 
Birmingham, Ala. . . . L. G. Jones, 
from sales manager. WTOB. Winston- 
Salem. X. C-, to station manager, that 
station. 

Fro 

WCRB, Boston, lias joined with 
WMTW-FM, Ml. Washington, 
Maine, in setting up a network 
arrangement for spreading out 
its fin programing in the Maine. 
New Hampshire and Vermont re- 
gions. 

According to WCHB president 
Theodore Jones, plans are being 
mulled to expand the new network to 
feed fm selections thronghont the en- 
lire Northeast area. 

PEOPLE ON THE MOVE: Ahe 
Voron, general manager WQAL-FU, 
Philadelphia, appointed national 
chairman, Background Music Com- 
mittee. National Association of FM 
Broadcasters . . . James T. Miller. 
Jr.. from WYNG. Warwick. R. 1.. to 
commercial manager. WPFM. Provi- 
dence. B. 1. . . . Francis Mulhall, 
from WFBM-AM sales staff, to radio 
salesman. WFBM-FM. Indianapolis. 

Kudos: KB1LM-FM. Ens Angeles, 
recipient of The Station oj the Year 
award from the Los Angeles Times. 



Net lv sales: P. Lorillard llennen 
\ Xewell) to sponsor NBC TV's Con- 
centration, in its new nighttime spot. 
Mondays. 9:30-10 p.m. beginning 17 
\pril . . . Minnie Maid I Bates) and 
Tnpperware Home Parties (BBI)Ol. 
to co-sponsor Marinehutd Circus. 



NBC TV's Easter Sunday spectacu- 
lar . . . Purex (Edward H. Weiss. 
Chicago I to sponsor 12 full-hour spe- 
cial programs on NBC TV during the 
1961-62 season including Purex Spe- 
cial /or IF omen series and five one- 
hour special project? series now being 
de\ eloped. 

Kudos: ABC TV. recipient of the 
1961 National Brotherhood Mass Me- 
dia I ward jor Television for its Cast 
the First Stone documentary report 
on prejudice in the Xorth telecast on 
the Bell & Howell Close-Up! series. 
# 

PEOPLE ON THE MOVE: Boh 
Bagley, to manager of advertising 
and promotion. NBC s W estern divi- 
sion . . . Hnssell C. Stoneham, from 
CBS. to director program develop- 
ment. West Coast. NBC . . . William 
II. Coehran. from station clearance 
sales service assistant. West Coast. 
ABC Radio, to West Coast represen- 
tative, stations department . . . Ethel 
Gilchrist to manager, promotion 
services, and Dan Tavlor. manager, 
on-air production. CBS TV. Holly- 
wood. 



SELL! 

THE EXCLUSIVE BILLION 
DOLLAR 

CENTRAL FLORIDA 
MARKET 



WLOF-TV 

Channel 9 - ABC - Young TV 



7V 
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Repre.se t 1 1 ives 

Committee heads, for tin* Station 
Representatives 19(11 season, 
have been selected, according t<i 
SKA president. Lewis II. Avery. 

Those named : 

• Adam Young, provident of 
I dam Young Companies: chairman 
of tlie Radio Trade Practices Com- 
nitUee. 

• Edward K. Shnriek. president 
of lilair TV, Inc.: chairman of the 
TA Trade Practice* Committee. 

• Eugene Katz. president of The 
KaU Agency. Inc.: eliairman of the 
Legal Committee. 

• Frank E. Pellegriil. executive 
vice-president of H-R Television. Inc.: 
eliairman of the SUA Award* Com- 
mittee. 

• Jones Seovern, vice-president 
of Peters, Griffin. Woodward. Inc.: 
eliairman of the President's Special 
Committee. 

Adam Young's Steven A. .Marli- 
cinski. speaking before a group 
of Des Moines ad men and cli- 
ents, sharply disagreed with agen- 



cy men who set themselves up as 
radio programing experts — and 
take a dim view of 'Vonteiiipo- 
rary** music. 

Highlights of his talk: 

• Radio timehuyers are certainly 
not tvpical radio listeners and there- 
fore nsiiallv stress program values un- 
important to the great hulk of radio 
listeners. 

• Music is onh one component of 
a station's sound, and fills only 30 
minutes of an hour. 

• \o station can sta\ dominant in 
a competitive market based solrlv on 
its music selection formula. 

Hep appointments: YTI1X. \tlan- 
ta, Ga.. to Gill-Pcrna. for national 
representation . . . Wl'AW*. Provi- 
dence-Paw tucket, R. 1., to .Vevv Eng- 
land Spot Sales, for regional rep- 
resentation . . . 

Social iinte: The Atlanta Radio aitcl 
Television Representatives Assn. 
plaved host to a gathering of South- 
ern ad men at a cocktail party. ID 
Februarv . 

PEOPLE OS THE "MOVE: Daniel 



Kelly, fi Din manager sales presenta- 
tion*, to manager sales promotion 
and research. CHS television spot 
sales . . . Cnv Cupper, from Head- 
lej-Reed transferred to Hulling, to 
sales stafT. Venard. Hintoul & MeCon- 
uell . . . Douglas .MacLatchio. hack 
to Averv-Kuodel. L.A., as manager 
for tv sales, after leave of absence. 

Peters. Criflin. Woodward adds 
three to sales: Walter E. Har- 
vey, from Danccr-l it/.gcrald-Saniple: 
Henry J. O'Neill, from Rolling: and 
Dennis Gillespie, from PCW "s \ew 
York sales service department. 

_______ 

Screen Gems is continuing to di- 
versify its packaging activity in- 
to live programing areas. 

A new co -production agreement be- 
tween Screen Gems and Aladan Pro- 
ductions has been reached to develop 
several live dramatic and panel shows 
with Dan Enright and Alfred 
Crown as executive producers. 

The previous week Screen Gems 
retained Herbert Snssan to pack- 




THE RIGHT 
SETTING 



A sparkling diamond necklace, shown off in just the right 
setting is certainly hard to resist. Well, the same is true o! 
your sales message. Put it in the right setting ... on the right 
station ... in the right program, and chances arc your 
message will strike a responsive chord. WXLWs well-bal- 
anced, exclusive adult programming lets you select the right 
program, AND the right audience. In addition, your product 
image is never destroyed by the type of music featured on 
main' stations today. YVXLW programs pleasant listeria hit* 
music combined with w arm, congenial air personalities that 
set the mood for sales . . . w ith music designed to put the 
consumer in a receptive frame of mind, not a frantic frame 
of mind. So buy the audience that can and mill buy your 
product. Include YVXLW in your Indianapolis buy! 



^-~^^\>SsS*C__Z^2y 950 ov yoi o r> a 

-^S^ R A 0 10 IN0I4N4P0US 



CONTACT YOUR NEAREST ROBERT B. EASTMAN REPRESENTATIVE 
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age live dramatic and mu-ical spe- 
cials. 

.Salt*.* : Official Film* announces a 
S92.000 profit for the last >ix months 
of 1960 compared to a substantial 
loss the previous year . . . WXEM- 
T\ . Ha) Citv. has acquired Seven 
Arts Associated's Films of the 50' s 
and XT Vs 61 for 61 feature film 
packages . . . Ziv-l A"s Lock Up re- 
newed In \\ G \L-TV. Harrisburg: 
WSTV, Steubenville: WMAZ-TV. 
.Maeon; WSFA-TV. Montgomery; 
KZTV, Corpus Christi, and K\ AC- 
TV. Fort Smith. 

International : Telev i-ion Indu-tries. 
Inc.. to di.-tribute RKO Film library 
in the far east and Australia: Xor- 
liiaii B. Katz ha?- left for there on 
sales tour. 

Cmiiniereials: Bert Feldman and 
Dick Cohen have formed Projected 
Film Editing Service at 1600 
Broadway. Xew York . . . Sonny 
Lester and Leonard Levy have 
opened Modern Sound, a music 
commercials production unit, at 312 



\\e<t 5uth Street in Xev\ York . . . 
Ernest Motyl placed in charge of 
MGM s tv commercials and indu-- 
trials division in Xew York . . . 
.Michael A. Pahua appointed v.p. 
chief financial officer of Iransfilm- 
Caravel . . . Stan Popko appointed 
creative director, a nev\ post, at James 
Love Productions . . . Robert J. 
Elenz named telev ision creative di- 
rector of Fred Xiles . . . American 
Tv Commercials Fe-tival names 
Renee Rosen vasser coordinator of 
entires and reservations. Walter 
Cooper program director, and Vin- 
cent Infantino coordinator of com- 
mercials. 

Producers: TelePrompTer form* 
production .-en ices division w ith E. 
J. Spiro as director . . . Elektra. 
producing four hour-long adult sci- 
ence films, plans dailv animated chil- 
dren'- series. 



Public service in action: WITI- 
TY. Milwaukee, Wis., last week, tele- 
east a special report documentary. 



PO 5-2323. dealing with the work- 
ings of the .Milwaukee police depart- 
ment . . . K.MOX. St. Louis, began a 
r-pecial program. Operation Job-Hunt, 
in an effort to ea-e the area's critical 
job shortage . . . KVAL-TY. Eugene. 
Ore., invited Governor Mark Hatfield 
to appear before the cameras to an- 
swer viewer questions in a special 
program Ask Your Governor . . . 
WTVX-TV. Columbus. Ohio, pro- 
gramed Washington Rejwrt. an infor- 
mal interview program featuring talks 
with senators and congressmen from 
the station's area . . . KRAK. Sacra- 
mento. Calif., began a 'cries revolv- 
ing about the theme American In- 
genuity and covering various fields of 
endeav or. 

Kudos: KF\YB. L.A.. recipient of 
Community Chest Public Service 
Auard for I960 . . . WQAM. Miami, 
presented with United Fund Out- 
standing Citizenship award . . . 
WRZ. Boston, recipient of the 1961 
Yational Brotherhood Award from 
the National Conference of Christians 
and Jews for it? documentary, Anne 
Frank. 1 



Whether it's prime time nighttime or all day daytime — 
Channel 8 u your best TV buy in West Coast and Central 
Florida! 



NSI DECEMBER 1960 
7 AM to 6 PM 



Av. Homes 
Station Watching 
Monday thru Friday 

STATION B" 25/18 
STATION C" 4,220 




NSI DECEMBER 1960 
6 PM - Midnight 
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Station 




Watching 


Monday 


thru 


Friday 


STATION 


B" 


65.455 


STATION 
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21,588 



TAMPA - ST PETERSBURG 



• Th« big ?8 Qur'j <* -h« f ^hj^^ 
bo'h * U B ond Ncliofi ogre* VR^^^^ 
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NATIONAL REPRESENTATIVES, BLAIR-TV 
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FOR THAT "LIVE" LOOK, TAPE IT. . . 

on SCOTCH® BRAND Live-Action Video Tape! 

Real-life" presence is the new TV look achieved hy today s 
•onnnereials using "Scotch" im\ni> Video Tape. Until now, the 
lome-viewcr's pieture has heen an ingenious compromise — an 
iptieal medium bhown on an electronic sereen. 

i\ol so with tape! "Scotch" brand Video Tape offers eomplete 
'ompatibilitv of picture source and pieture — both electronic — 
with a greatly expanded gray ~cale for gradual transitions from 
■bsolute black to absolute white. In addition, tape eliminates 
fitter, provides excellent sound quality and an ''unlimited"* number 
>f special effects. It all adds up to cleaner. eri~per originals of 
un>urpa>*ed ipialitv . . . with exceptional Video Tape duplicates 
and kines from niaMer tapes. 

•"SCOTCH" is a registered trademark of 3M Company. 1061, 3M Co. 

M 1 """ 011 "\lJlNING AND "JyTANUFACIUOCNC COMPANY 

. • .WHERE RESEARCH IS THE KEY to I O M O R R O W Vj^UM&pPv 



Tape has mnnr advantages — for advertiser, agency, producer. 
Playback is immediate, serious goof? can be remedied at once hy 
retake~. Special effects are made instantaneously . . . no lab work 
and waiting. Co>t~ are competitive, saving' gratifying. 

Tape is easy to work with, no mvtery . . • talented specialists 
are available to help you. Prove it to round/.' 
Send your next TV -toryboard to your local tape 
producer for an estimate that will surprise you 
— at no cost or obligation. 

W rite for the new brochure. "The Show is on 
\ iden Tape'' — a ca-e history of ~ix commercial 
taping*. Enclose 25< 1 to: 3.M Co., Box 3500. 
St Paul 6, Minn. 
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Tenting in D.C., 

or 

In One Era 
and Out the Other 



Finding a roof for five Corinthian tv station 
news-and-camera teams in Washington, as the 
Kennedy era began, was much more difficult 
than finding reason for their presence. They had 
no intention of duplicating CBS's superb net- 
work coverage; they sought to duplicate only 
Corinthian's success, as evidenced by coverage 
of last year's conventions, in relating major 
political events to their own communities. 

Local news doesn't come to us. We go to it, 
even if it's in D.C.— and even if our definition 
of local is non-traditional. Without a legacy to 
stand on, our individual station news teams 
tackled Project Washington with mike and cam- 
era. The Houston group was after, among other 
things, a Ladybird's eye view; Tulsa hoped to 
strike oil by spending a day with Senators Kerr 
and Monroncy; our gentlemen from Indiana got 
on the bandwagon with the state's Drum and 
Bugle Corps; the young men from Sacramento, 
reversing Greeley's advice, came east to cover 
the Inauguration's pomp— and to examine plans 
for legislation affecting their tele-urban com- 
munity. 

Different regions find different meanings in 
Washington, 1961. Those differences arc best 
explored by local tv reporting crews and public 
a Hairs programming, focusing on political faces 
and issues of special interest to the folks back 
home. This is the kind of journalistic initiative, 
under group organization, that results in high 
identification with regional audiences, cement- 
ing stations to communities and communities to 
stations. 




Responsibility in Broadcasting 
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■^^^^ William J. McDowell ha- 1 1 1* 1 1 appoint- 

JM^^^^^ oil general manager of KKO General'- Los 

13 I \ngele.- radio station K11J. \ native Caii- 

fornian. and a graduate of the Iniver-itY 
jL B V v 1 of Southern California, McDowell joined 

/ KI1J in 1957 as an aeronnt e\ecuti\e. a 

^J^^ position In held until 1'JftO when he wa* 

^JJ^ named general -ale- manager, l'rior to hi- 

affiliation with IvkO General. McDowell 
was an account executive with KEHG. Eugene. Ore. Earlier, he was 
ai^sistant to the director of operations for the CBS Pacific Network. 



Richard W. Ostrander has been named 
national sales manager of Taft Broadcast- 
ing television station \VT\W-T\ in Co- 
himhns. Ohio. A native of Michigan. 
Ostrander joined the Taft Stations at 
WKKC-TV. Cincinnati. 0.. when the sta- 
tion first went on the air. as film director. 
In 1957. he joined the sales staff of the 
Cincinnati station and for the past \ear he 
has hecn manager of Taft's Columbus radio station WTYX. In his 
new post. Ostrander succeeds F. Von Stade. now at W'KYT. Lexington. 




Perry B. Bascom, Wcstinghonse Broad- 
casting national radio sales manager since 
1957. lias been appointed general manager 
of WBC's Clm eland radio outlet. KYW. 
He succeed;. Carl Vandagiift who was 
named staff coordinator for special cor- 
porate projects. Bascom joined \\ e-ting- 
house in 195f> as eastern -ale* manager for 
both radio and television: moving up to 
national radio sales manager. Earlier, he headed the t\ -ales -taff at 
WOR-TV, N.Y.C., after being acct. exec, at WU\ Philadelphia. 




Lawrence White, CBS T\ New York 
City, director of daytime program- since 
September 1959. ha- been appointed vice 
president of that department. White came 
to CBS from Benton & Bowie-, where, for 
eight \car* he wa-. -ucce--ivel\ . a staff 
producer and director. >uperv i-oi of pro- 
grams and director of programing. Before 
this, and since 191!!. he had been with Dli- 
Mont Telcv ision as a producer-director and script editor, 
to 1948, White was with radio station WOLF. S\racu.-e. 



Ti 




frank talk to buyers of 
air media facilities 

The seller's viewpoint 

// till the automobile industry outlool: a big question mark, sponsok publishes 
a portion oj \I!C board chairman Robert If. Sarnoff's speech to the National 
Aittomo'rJe Dealers Assn. in Son Francisco on 31 January because of its 
particular relevance to the situation. In it he passes on results of research 
conducted by the network into the tr vieiriitg habits of automobile sales pros- 
pects and the influence television has on their ultimate buying decisions. 




TV's impact on automobile sales prospect found to be tops 



^The superior effectiveness of television in recruit ing and 
pre-selling your customers is not just a matter of specula- 
tion. For fi\e years, on a continuing l»asis. A15C has been 
underwriting comprehensive and pei>rtratii»<; research to 
analyze the relationship between automobiles and the peo- 
ple who buy them. 

1 hese pioneering research studies ha\e developed new 
information of recognized value to the automotive indus- 
try and the advertising business. Two y ears ago, for ex- 
ample, they helped to analyze tilt* growing market fur 
compact cars. Over the years, this research has provided 
manufacturers and their advertising agencies with valu- 
able guidance establishing their important stake in the 
television medium. 

Among the subjects our research specialists have cov- 
ered are these: how buyers shop for cars; the kind of 
people who bin specific makes: customers' altitudes to- 
ward different makes anil models, the role of the salesman: 
the uses and effectiveness of various advertising media. 
\s mam of you must know, dealers themselves have been 
among our best sources of information. Onr research has 
also been based on depth interviews with car shoppers, 
bnvers and manufacturers. 1 think von ma\ be interested 
in some of their findings. 

W hen the ]')(">() models were coming out. we approached 
a cross-count r\ sample of several thousand men and wom- 
en and. on the basis id their responses, divided them into 
two groups: those who considered themselves active cus- 
tomers for a new car the "'declared prospect?.:" and those 
who were uninterested or uncertain about buying one— -a 
group we labeled the ''undeclared prospects.'' I hen we 



kept labs on both groups to learn who actually bought 
cars and what influenced them. 

We found that both the declared and undeclared prosl 
peels spent more time watching television each day than 
they spent with newspapers and magazines combined. We 
also found that television gave them their strongest im- 
pression of advertised automobiles — by a wide margin 
compared with any other medium. \nd we learned that 
half of the new car sales were made to people who had 
originally been considered poor prospects— the people who 
needed extra persuasion to gel them into the showroom — 
and who were more influenced In television even than the 
declared prospects. 

ruining from the impact of television in primal to par- 
tieular programs • advertising automobiles, the surveys 
demonstrate that viewers of the average automobile-spon- 
sored program have a higher opinion of the car advertised 
than non-viewers of the program: are more aware of the 
automobile sponsor's slogans: are more likelv to no to till 
showroom and more definite)} inclined to buv that ear. 

The \HC automotive studies examined not onlv cus- 
tomer altitudes but your attitudes as dealers. W'e found 
thai 50', of all the dealers surveyed feel telev ision is the 
most effective kind of national advertising for getting 
people to visit the showroom. Hxlv-five per cent of all 
the dealers named television as the national medium that 
does the best job of pre-selling and making the sale easier 
once the customer is in the showroom. Anion" dealer? 
handling cars whose manufacturers make extensive use of 
all the advertising media, the preference for television was 
cv en higher. ^ 
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You pick 
your salesmen 
carefully... j 

Choose your air salesmen 
just as carefully . . . 

Check List for Hiring Salesmen: 
7 INTEGRITY 
7 STABILITY 
7 RESPONSIBILITY 

You look for these qualities when you hire a salesman. 
Be just as sure you get them when you hire air salesmen. 
In Des Moines KRNT and KRNT-TV Air Salesmen 
have these qualities. That's why people believe in and 
depend on KRNT RADIO AND TELEVISION: 

• People have been dialing KRNT Radio for reliable news and 
sports information for 26 years. Highest ratings for years. 

• ARB and Nielsen prove our television news and sports are 
also the "preferred ones". Always top rated. 

• The community knows locally-produced religious and civic- 
minded shows appear regularly in our schedules. 

• local radio advertisers have given us by far the biggest share 
of business in a six*station market. 

• Local television advertisers have given us 80% of the local 
business in a three-station market. 

Check our ratings with the Katz Man. 
He can help you hire our salesmen, too. 

KRNT 

Ra.dlO and TV — DBS MoinQS An °P eratl ° n ° f Cowles Magazines and Broadcasting. Inc. 
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Storm Warnings for net tv 

Within the past two weeks we have heard from no less than 
four extremely important national advertisers, and six top- 
ranking agencies about a very distressing situation that seems 
to he developing in network television. 

According to these sources, the hitler competitive strug- 
gles between ABC. CBS, and NBC are producing a network 
climate hi which some of tv's biggest and best customers are 
getting kicked around. 

"High-handed and arbitrary" are some of the adjectives 
which agency men and advertisers are using to describe cer- 
tain recent program and time period changes. 

Their resentments are directed, not at any one network, 
but unhappily at all three. And they feel strongly that pres- 
ent network attitudes toward old and valued customers may 
easily produce an anti-lv reaction. 

"After all,"' they say. "we can always go into print." 

si'oxsoii believes, for the good of the industry, that this 
antagonistic attitude must be brought up to the light. 

We certainly sympathize with the competitive problems 
which network executives face today in operating multi-mil- 
lion dollar corporations. 

But when any industry becomes so involved in intra mural 
warfare that its own best clients begin to be hurl. th°n the 
florin warnings must be lnuig out. 

Network broadca.-ting, furthermore, has a history of good 
customer-relations under the leadership of such men as \iles 
Trammel. W illiam S. Paley, and Kd Kobak whose famous 
slogan "It is easy to do business with the Blue" is still re- 
membered by many important tv buyers. 

Regardless of bow strongly the networks ma) feel that thin 
want lo "run their own shows." the fact is thai the business 
cannot operate without courtesy, consideration and thought- 
fulness for tv's partners who pay the bills. 

We urge ABC, CBS. and NBC lo re-examine their prac- 
tices in the area of customer-relations, and to take such step~ 
a> are necessary lo produce a healthier client climate, ^ 



lO-SECOND SPOTS 

It's too cold — now! Mis* Simon 
McQueen, adorable WARC-TV. N.Y.. 
weather reporter, lias been wearing 
costumes each night that publicize 
various ABC TV shows. After view- 
ing Iier promotional activities, an 
admirer from Rutgers U. wrote: 
"lake many other viewers. I have 
been completely smitten. I now find 
in\ admiration mixed with anticipa- 
tion. I feel \our dressing Miss Mc- 
Queen in the garb of Hong Kong 
and The Roaring Twenties was an 
excellent promotional stroke. Please 
hurry along with her promotion of 
Naked City." 

Slalom Ave.: Allen Stanley, Dol- 
phin-Ross Productions partner, and 
Dick Olmsted, president of Olmsted 
Sound Studio, haw beaten t he tran- 
sit problem quite a few N. Y. morn- 
ings lately In skiing to work from 
upper Park Avenue lo midtown. 

Sig's simile: Carlton Wilson of IT1, 
Austin, reports that these words by 
cx-CBS news president Sig Mickelson 
"brought down the house" at a U. of 
Texas mass media conference: '''I lie 
onh advantage of computers is that 
of immense speed. In this regard, 
there is a strong parallel with tv . . . 
and for that matter — plane sched- 
ules. . ." Why the laughter? The 
speech was read by Texas' President 
Ransom because Mickelson. almost 
sriowed-in at .\. Y.. finally had 
caught a flight to Houston, but it | 
was late and he missed his connection 
to Austin. 

What a gas! Allied Stores" YVitte 
Polskv tells about the Texas \ oung- 
stcr who bought bis father a pipe 
for a birthday gift. // ran jrom 
Dallas to .Xew York. 

Copywriters take note: George 
Kirgo. J. Paar panelist and author, 
gives this advice in his book. How to 
Write Ten Different Best Sellers 
(Simon and Schuster I : "And don t 
forget — as soon as the first copy of 
\ our book is olf the press, rush it air- 
mail special deliver), with a eo\er- 
ing letter, to the Postmaster General. 
Demand to know why lie permits 
such trash to be sent through tliei 
mails. If you're lnck\ he'll ban your 
trash and it'll heroine a best 
seller. . . ." 
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all your WLW Stations' Representative 

ie dynamic WLW Stations . . . 








Crosley Broadcasting Corporation, a division ol Atrco 



CENTRAL 
FLORIDA TELEVISION 



ELLING 




To young, active and growing Central Florida families, TV is a vital part of everyday activity 
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WESH-TV, WDBO-TV, and WLOF-TV PENETRATE OVER 8 0U1 
OF 10 HOMES IN THE GROWING BILLION DOLLAR 
CENTRAL FLORIDA MARKET 

' of Central Florida covers 19 countie: 
One-fourth of Florida's TV homes are here. 

I 1,143. buy in this primary coverage area. 

: of more metropolitan areas than in any oth< 
Florida TV market. Over 20 growing communities with populations i 
excess of 10,000 are here, including such key cities as Orlando, Daytor 
Beach, Winter Haven, Gainesville, Cocoa and the Cape Canaveral are 



pie fere wee for WESH TV, 

r-i i 1 us: 





f O'lT OF 10 HOMF« 



.•ON ■ OllAR CENTRAL F R OA MARK I 



